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Rough Proofs 


Howard V. O’Brien suggests that | 
all filling stations be standardized, | 
and adds that he isn’t punning. And | 
neither are the stations which have | 
been Standardized. 


vv | 
The picture symbol is suggested | 
as one good way to avoid copy trou- | 
bles. One illustration is worth) 
10,000 words, especially if they are | 
in the files of the Federal Trade 
Commission. 


a, Me 


Newsweek commented on the dili- 
gence of Congressman Ralph Church 
in not missing a roll-call during six 
years’ service, but failed to add 
that after next November somebody 
else will answer in his place. 


, F FF 


Those who can, do, and those who 
can't, talk about it, but that isn’t 
necessarily the reason J. L. Palmer, 
former professor at the University 
of Chicago, is now operating vice- 
president for Marshall Field & Co. 
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“Eleven food makers work to- 


gether for Baby Week.” 

But don’t forget that the babies | 
are working together for the food | 
manufacturers every week. 
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Philco and Birds Eye are combin- | tising 


USES PSYCHOLOGY 
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Study of Mind 
Put to Work 
in Plymouth Copy 


Psychology's Findings 
Applied to Campaign 
in Magazines 


Detroit, April 18.—Results of 
psychological research furnished 
the inspiration for fresh new adver- 
campaigns shortly to be 


ing to demonstrate the value of the | launched by the Plymouth Division 


new refrigerator in handling frosted | 
foods. A bird in the box is worth | 
two in the window. 


, T 


Customers are said to like Bloom- | 
ingdale’s new method of presenting | 
copy telegraphically condensed, but | 
just suppose the salespeople start) 
talking that way? 


vvy 


Dull copy can always be short- 
ened, like the sign of the retail mer- 
chant who started with “Fresh Fish 
for Sale Here” and ended without 
a word to his name. 


oe 


DEPARTMENT OF UNDERSTATEMENT 
Furniture stores, Simmons has 
announced, will feature during the 
spring months a new display which 
wil show in two seconds how the 
Beautyrest is superior to all other 


1a tHtraeeae 
mattresses. 
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Liquor advertisers can’t talk 
ut the vitamin content of their 
ctions, the FAA has ruled, but 
customers probably feel they 

liscuss something just as good. 


vev#eg¢ 


| ods, 


of these days a whisky dis- 

r ls going to astonish everybody, 
cluding himself, by forgetting | 
mins and all the other embel- 
ments and simply saying, “Boy, | 
t till you drink a highball made | 
Three Sheet sourmash!” 


vvweeg# 


liwell, Ltd., of Great Britain, | 
idressing the American aviation 
try in a way which isn’t calcu- 
i to keep the minds of even the 
neers on their business. 
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first robin 


_ The 1 has arrived, and 
Ot Feller has 


pitched a no-hit 
, spring is here again! 


Hooray 


Copy Cus. 
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of Chrysler Corporation. First ad- 
vertisements employing the “Simon 
pure” psychological appeal will ap- 
pear in June issues of three leading 
women’s magazines, out about May 
15, and in general magazines about 
May 25. Thereafter all Plymouth 
copy will use the new technique, of 
which the company’s recent news- 
paper advertisements are sugges- 
tive but not representative. Inci- 


| dentally, this is the first exclusive 


appeal to women ever 
Plymouth advertising. 
“There is nothing at all mysteri- 
about our psychological 
nique or the results 
through it,” explained W. E. Berch- 
told, director of research for J. 


made by 


tech- | 
obtained | 


Stirling Getchell, Inc., the Plymouth | 


agency. “In fact, the results set 
forth in the three studies which we 
have made to date are just about 


| what you might expect if a brilliant 
copywriter, with a fine mind for 
digging out facts and an under- 


standing of psychology, undertook 
a study of his own, with time and 
money to develop it. 


Missing Research Link 


“We look upon psychological re- 
search as an important tool in the 
creative process, and as a comple- 
ment to statistical research 
which we have used in the 
past and will continue to use in the 
future. All of us who have had 
much experience with statistical re- 
search recognize its limitations as 
well as its value. 

“Statistical research 


can furnish 


| satisfactory answers to questions as 


(Continued on Page 29) 
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25-Cent Airplane 
to Stimulate 
Sales of Wheaties 


General Mills Makes. 
Exhaustive Tests of New 
Premium 


Minneapolis, April 18.—Said to | 
represent the first premium of the | 
kind, an assembled toy airplane, 
usually selling at 25 cents, will be 
given away free with every pur- 
chase of two packages of Wheaties, 
General Mills, Inc., announced to- 
day. While airplanes which re- 
quired assembly have been used as 
premiums by various companies, 
General Mills is extremely proud of 
its new scoop and hazards the as- 
sertion that one child out of every 
three in the United States will 
shortly be flying one of the “Jack | 
Armstrong” models. 

The airplanes are being produced | 
by Scott-Atwater Mfg. Company, | 
of Minneapolis, which, on the| 
strength of a huge order by Gen- 
eral Mills, installed special equip- 
ment for mass production. A total 
of 6,400,000 of the planes were or- 
dered. 

Gage Davis, manager of the pre- 
mium service department of Gen- 
eral Mills, said that the practice of 
using unassembled planes as pre- 
mitwns had sever | disad\antages. 
The child had to be a good amateur | 
mechanic in order to put the plane 
together. More important, the unas- 
sembled plane failed to make an 
impression when displayed in re- 
tail stores. 

General Mills made an exhaus- 
tive survey before it decided to 
offer the plane on a national scale. | 
Airplanes somewhat less attractive 
than the ones now offered were} 
tested in 1,300 stores in every sec- 
tion of the United States. Repre- 
sentatives of the company checked 
back to see if recipients were satis- 
fied and only after they were able 
to assure General Mills that there 
had been absolutely no unfavorable | 
reaction was the national campaign | 
mapped. 


Variation in Sampling 


General Mills regards the air- | 
plane premium as merely another 
sampling plan, a type of promotion 
it has used exhaustively. The com- 
pany formerly distributed four- | 
ounce packages to homes in many 

cities. It believes, how- | 
ever, that when the housewife lays 
her money on the counter, she and 
her family will make a much more |} 
thorough test of the product than 
if it came without solicitation. The 
fact that two full packages of 
Wheaties must be bought is also 


24 IN PACKAGE 


. CHELSEA Y/ 


Newspaper copy in a test campaign in 
Baltimore for the new Chelsea ''24" 
cigaret. 


Chelsea Makes Bid 
for Smokers with 
Package of 24 


New York, April 18.—A _ novel 
twist in cigaret promotion is being 


|supplied by Reed Tobacco Company 


which has just begun test advertis- 
ing of a new Chelsea brand in the 
Baltimore Sun. The Chelsea pack- 
age contains 24 rather than the 
usual 20 cigarets, and sells for 15 
cents. 

Advertising features Chelsea “24” 
as “the cigaret of tomorrow.” 
Copy calls attention to “a new idea 
in cigarets.” Beyond mentioning 
the number of cigarets in each 
pacvage and the price, mo economy 


'appeal is made. 


Copy occupying 294-line 
calls Chelsea a revolutionary new 
cigaret. One insertion this week 
declared that “the smoke from this 
new Chelsea cigaret has a ‘soft 
feel’—a delightfully pleasant flavor 
which you sense the first time you 
inhale it.” 

The Reed company is affiliated 
with Larus & Bro. Company, Rich- 
mond, Va. Larus markets Edge- 
worth pipe tobacco and Domino 
cigarets. Three members of the 
Reed family are officers of Larus 
Advertising of both Larus and Reed 
is handled by Warwick & Legler. 


space 


gives the buyer the chance to “form 
the habit.” The effect on the trade 
is also regarded as an important by- 
product. 

General Mills announced the new 
premium both in magazine and ra- 
dio advertising this week, warning 
the public that the offer was good 
only for a limited period. Inciden- 
tally, the company believes that 
children influence, directly or indi- 
rectly, consumption of 75 per cent 
of all cold cereals the market, 
and this theory formed the 


on 


ha 


background for much of the promo- | 


tion of Kix, as well as Wheatie 


Last Minute News Flashes 
Manhattan Shirt Names Gumbinner 


New York, 
Lawrence C. 


April 19. 


co-op copy in newspapers. 


Manhattan 
Gumbinner Advertising Agency to direct its account. 
will use national magazines for the 
The appointment does not affect Manhattan's 


Shirt Company has appointed 
It 


first time this fall, in addition to 


‘Back to School” promotion, handled by O’Dea, Sheldon & Canaday. 


Lang Made G-E Apparatus Sales Manager 

Schenectady, N. Y., April 19.—Chester H. Lang, manager of General with a reported replacement value 
Electric Company’s advertising and sales promotion since 1932, today was 
named manger of apparatus sales and vice-chairman of the company’s 


apparatus sales committee. 


Rettig Directs Ostermoor Advertising, Sales 


Chicago, April 19 


Frank O. Re 


ttig, who recently resigned as vice- | 


Printing Trades 


Launch Fight on 
Radio Advertising 


Union Group Seeks Ex- 
pressions from Publish- 
ing Field 


Washington, D. C., April 18.— 
|Labor interests representing the 
graphic arts field jumped into the 
| forefront of those attempting to “do 
something” about competition of 
radio with other advertising media, 
when John B. Haggerty, president 
of the International Brotherhood of 
Book Binders, sent out a letter to 
newspapers, magazines and others 
Monday, presenting the problem 
and asking “what plans have been 
considered to correct this situation.” 

The letter went out on the sta- 
tionery of the International Allied 
Printing Trades, of which Mr. Hag- 
gerty is an executive. The council 
comprises, in addition to the book- 
binders, the pressmen’s, typograph- 
ers’, photo-engravers’ and _ stereo- 
typers’ and electrotypers’ unions. 


No Plan Offered 


The decision to send a “letter of 
inquiry” to publishers was made 
last month when the board of gov- 
ernors of the printing trades organ- 
| ization met in Toronto. Mr. Hag- 
| gerty claims that the move has the 
| complete backing of the five consti- 
| tuent unions, but informed opinion 
|here is that the typographers and 
|}pressmen, in particular, will not 
|support the action with any par- 
| ticular vigor. No further affirma- 
| tive action has been planned as yet, 
but it is significant that the A. F. of 
L. has taken no official cognizance 
lof the maneuver. 
At the same time, another ap- 
| proach to the subject is being made 
|by Chester M. Wright and Asso- 
| ciates, publisher of a weekly labor 
service letter, with a pamphlet for 
printers on the subject of the dan- 
ger of radio’s large advertising in- 
jroads. The pamphlet will be ready 


| in a week, it is said, so as to be 


| believed to be significant, since it| available for the annual convention 


of the American Newspaper Pub- 
lishers Association in New York 
City. The _ possibility that the 
American Society of Composers, 
Authors and Publishers, with which 
broadcasters have had endless trou- 
ble and negotiations, might be con- 
nected in some way with the activi- 
| ties of the Wright organization was 
uggested by the fact that an ASCAP 
representative has been spending 
considerable time in the organiza- 
ition’s office for days Wright re- 
fused all comment the ASCAP 
| visitations 


on 


No Program Submitted 


The International Allied Print- 
Trade letter was a lengthy 
| document citing the growth of radio, 
ithe amount spent by advertisers in 
ithat medium “at the expense of 
other media,” the number of print- 
ing trade craftsmen affected, etc. 
Much stress was also placed on 
the difference between the physical 
value of radio stations and their 
market value as going businesses, 
examples including WSB, Atlanta, 


ing 


of $286,000, for which $1,826,000 
was paid for less than 71 per cent 
lof the stock; another station, with 
a reported replacement value of 
|$77.000 which was sold for $300,000, 
and still another with a replacement 


president of Burton-Dixie Corporation, Chicago, has joined Ostermoor | yalue of $163,000 which brought 
& Co., Chicago manufacturer of mattresses and springs, as sales and | $450,000 to its owners 
advertising manager. “We believe,” the letter said, “that 
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ADVERTISING AGE 


April 22, 1949 


this is a highly important subject 
to every person sincerely interested 
in the welfare of the printing and 
publication industry, and appre- 
ciating your interest in promoting 
and enlarging the printed publica- 
tion field, we would greatly appre- 
ciate knowing what plans, if any, 
have been considered and what 
plans may be considered to correct 
this situation which has already 
proven most harmful to the best 


interests of the printing trade work- | 


ers and their employers.” 
Recites 1939 Records 

No suggestion was made as to 
what kind of plans the unions would 
consider worth adopting, but the 
letter went on with an analysis of 
the advertising picture. 

“For the year 1939,” it said, “the 
gross sales of radio time amounted 


station and radio chain advertising 
increased 15.9 per cent over 1938. 
| “Magazines and newspaper plants 
|represent large and substantial in- 
vestments and provide employment 
for many thousands of organized 
| workers, while radio stations, in 
|most cases, represent but a small 
investment for physical equipment 
and provide employment for a rela- 
tively small number of persons.” 


NEW YORKERS HEAR 


_LITTLE OF LETTER 
| New York, April 18.—The letter 
jallegedly sent to newspaper and 


magazine publishers this week by 
ithe International Allied Printing 
| Trades in Washington remained 
j}something of a mystery here 
week, where much had been heard 
jabout it, but little seen. Per- 


this | 


Utility to Introduce 


Camera in Magazines 
| Utility Mfg. Company, New York, 
|will introduce a new camera, the 
Falcon Magni-Vue, with a cam- 
| paign in five magazines in June and 
July. Copy, featuring the twin lens 
and view-finder, is scheduled for 
|Collier’s, Life, Minicam, Popular 
Photography and The Saturday 
| Evening Post. The camera will re- 
|} tail at $3.98. 

Sixty thousand broadsides have 


| been distributed to dealers and nine | 


business papers are carrying an- 
nouncements this month. Raymond 
Levy Organization, New York, is 
the agency. 


New Tobin Agency 


R. R. Tobin Tobacco Company, | 
Detroit, has appointed Simons- 
Michelson Company, Detroit, to 


to $171,113,813, while the gross vol- | 505 queried by ADVERTISING AGE| handle advertising of Cookie Jar, 


ume of national magazine adver- 
tising was $151,484,530. The radio 
advertisers not only paid this sum 
of $171,113,813 to the radio stations, 
but, in addition thereto, they paid 
many additional millions of dollars 
for music, entertainment, royalties, 
etc. 

“While newspaper advertising in 
1939 increased 1.5 per cent over 
1938, magazine advertising increased 
9.1 per cent over 1938, and national 
farm publication advertising 
creased 2.6 per cent over 1938, radio 


|professed only second-hand knowl- 
edge of the missive, and none would 
hazard a guess as to what concrete 
suggestions or plans, if any, might 
| be expected to grow out of it. 


Schneider Names Levy 


Lou Schneider, Inc., maker of 
coats and suits, has appointed Ray- 
mond Levy Organization, Inc., New 
| York, to handle its advertising. Wo- 
men’s national magazines, business 


| used. 


Tobin’s Irish Mixture and Corktown 
jtobaccos. Radio, trade papers and 
point of sale advertising will be 
used. Millard F. Thompson is ac- 
| count executive. 


| Designs ‘’Profit-O-Meter” 


Eddy-Rucker-Nickels Company, 
|Cambridge, Mass., marketing and 
lsales counsel, has designed and 


‘copyrighted a  ‘“Profit-O-Meter” 
| which shows at a glance the added 
dollar or unit sales necessary to 


in- publications and direct mail will be | offset a given price-cut and main- 


jtain dollar profits. 
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BREWER DISTRIBUTES COOKING RECIPES 


Peter Doak 
‘ Ri Pilg ‘BE 


Peter Doelger Brewing Corporation, Harrison, N. J., is promoting use of bee: 
in cooking by missionary work in retail stores. Its “hostesses” distribute 
culars and play a recording of the company's radio program. 


Fashion Park Cuts 100,000 Letters 
on Baby Bonds 
Mailed Each Day 


New York, April 18.—A convin 


Larger Volume 


Rochester, N. Y., April 16.—Al- 
though no plans have yet been made 
|for a resumption of national adver- 
tising on the scale that once gave 
it prominence, Fashion Park, 
of the largest makers of 
clothing in the country, 
| completed changes in production 
|}methods and executive personnel 
| which is making possible a new low 
|base price on principal lines, and 
which indicates that vigorous pro- 
motion may be the next step. 

A new fall line of men’s suits will 
be offered at a base price of $40 
compared with the previous base 
of $45. Other lines produced by the 
company will be continued up to 
, $95 for suits and $150 for overcoats. 

“The plan is predicated on bid- 
|ding for a larger volume in order 
|to maintain employment and eco- 
nomic costs,” said Edward Rosen- | 
| berg, president. 1935, before advertising 
securities began. 

The Treasury Department’s can 
paign involves the largest dire 
mail drive in the world, Mr. Brya 
said. Current prospect list contain 
9,000,000 names 
letters go out every day. In addi 
tion, insertions have been placed 
|/newspapers and magazines. 


of well-planned advertising \ 
forthcoming from no less a source 
one 
quality 
has just 


savings bond division, explained t 
the 
;ers 


New York Financial Advertis 
how these bonds have becom 
ithe most widely held securities 
the worid. 

Mr. Bryan revealed that 
|promotional dollar expended o 
|savings bonds thus far has broug) 
|in $1,000 in business, with 12,000 
1000 bonds sold to date to 6,000,00 
daily volum 


Pega Average 
Biggest sales recor 


is $1,800,000. 


when $23,000,000 worth of bond 
were sold—250 per cent more tha 
of th 


Plans Magazine Drive 
| National Postal Meter Company, 
|Los Angeles, will begin a campaign 
jin the April 22nd issue of Time. 
Other magazines will be added and 
| business papers will be used. Peck 
| Advertising Agency, New York, has 
ne account. 

;many bond purchasers are 


syste 

Resumes N. Y. Copy : 
Air Step shoe division of Brown 
Shoe Company, St. Louis, has re- 
sumed its advertising in New York ‘than 18 per cent of savings 
metropolitan newspapers with a| 
spring campaign supplementing 
copy in Life and Vogue. Gussow, 
Kahn & Co., New York, is the 

agency for the metropolitan area. 


|tomers. He also revealed that les 


| withdrawn to date. 


| A speedy service for commercial ort 


| studios and advertising agencies 


540 NO MICHIGAN AVE « CHICAGO 


410 NO MICHIGAN AVE 


STANDARD STUDIOS INC + WHI 5355 


|ing testimonial on the productivity 
e } 
than your Uncle Sam today, when 


| thus far was chalked up last Jan. 3, 


in the whole month of Septembe: 


and 100,000 sales 


In answer to a question on how 


|matic savers, Mr. Bryan said 78 pe! 
i|cent of the buyers are repeat cus- 


holders pay an income tax and | 
than nine per cent of the mone) 
invested in these securities has bee! 


|James William Bryan, information 
chief of the Treasury Department's 
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In Phoenix favorable ’40 has run a fast course for the first quarter! April shows 


continued progress and further business increases as 15,000 seasonal residents lengthen 


their sojourns. Proof of this is foretold by the 112% increase in 1939 travelers to 


Arizona who spent $71,302,980, according to a United States Department of Interior : 
publication. All this, no doubt, helped Arizona banks report in latest federal statements . ae 
MORE resources than at any time in the past decade. Retail trade, too, in this gold 

| nugget of western markets, continues active with a new half-million dollar department 
store in Phoenix opening last Monday. Such cheering business indices should io 
impel action for it’s a known fact, if you want to make sales, advertise “ABC rani 3 
where sales are being made! Nercot®® ong , 

Other ago 


ABC ge. A | 
*AITARPhoennt ae 
4 ee a 
ne 1000 yw “Tucson ; 
YUM . eater 
* 1aigne 
BROADCASTING CO. / *‘<v 


250 w “Jerome 
DICK LEWIS, 
General Mgr. 
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Idea Protection 
Objective of 


New Organization 


National Certified De- 


pository Formed to End 
Chaos 


Chicago, April 18.— Plagiarism 
of ideas, which has represented a 
plague to the advertising field in 
many different ways, will come to 
an abrupt end under plans outlined 
by the newly-formed National | 
Certified Depository, associated with 
Mida’s Research Bureau, which for 
more than a half century has spe- 
cialized in trademarks. National 
Certified Depository proposes to do 
in the realm of ideas what its parent 
organization has accomplished in 
the more tangible sphere of identi- 
fying marks. 

Mida and many other attorneys 
have for many years proffered pro- | 
tection of ideas, but only at cost 
regarded as prohibitive in view of 


the difficulty of appraising the value |duce the cost of such protection to to the humblest advertising prac- 
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Local chairmen and officials met with Mason Britton, chairman of the Advertising Federation of America, and Earle 


Pearson, AFA executive head, in Chicago last week to lay plans for the annual convention in that city in June. 


Left 


to right, standing: Chile Southward, retiring executive secretary, Chicago Federated Advertising Club, and Glenn L. 
Hammer, his successor; Mr. Pearson; Helen Vance, retiring president, Women's Advertising Club; H. K. Clark, New | 


York Sun. 


Seated: Prudence Allured, incoming Women's Advertising Club president; Mr. Britton; Aubyn Chinn, The 
Borden Company; Elon Borton, host club president, and C. C. Younggreen, Reinke-Ellis-Younggreen & Finn. 
committee heads eluded the cameraman. 


Two other | 
| 


of these abstract creations. National |a nominal sum—$3.50, to be exact. titioner. 


Certified Depository proposes to re- |—which will make it available even | 


Many advertising men have lab- 


THIS 


Any member 
| of the A.T. A. 
will give you: 


Highest Quality 
Intelligent Service 
Expert Craftsmanship 
| Complete Facilities 
Sound Business Ethics 
| Good Taste 
Uniform Practices 
Greatest Choice of Type Faces 
| Type Service for 
all Advertising Purposes 
| Lowest Practical Costs 
| 
| 


THE 


|| Advertising Typographers Association 


~ MEMBERS 


AKRON, OHIO 
The Akron Typesetting Co 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 

BUFFALO, N.Y. 

Axel Edward Sahlin 
Typographic Service 

CHICAGO, ILL. 

Advertising Typographers, Inc 

Arkin Typographers, Inc 

J. M. Bundscho, Inc 

! The Faithorn Corp 

Hayes-Lochner, Inc 

Runkle-Thompson-Kovats, Inc 


CINCINNATI, OHIO 
The J. W. Ford Co 


CLEVELAND, OHIO 
Bohme & Blinkmann, Inc 
Schlick-Barner-Hayden, In« 
Skelly Typesetting Co., Inc 


ESSAGE from the Advertising Typographers 


| 
| 


Association of America is directed to the men 
responsible for getting the most out of their ad- 
vertising dollars. Its purpose is to show agency 
executives, advertising managers, and all others 
concerned with the preparation of advertising 
why it is always safer and wiser to patronize an 
advertising typographer. 

Too often clever ideas and forceful copy fail 
to register simply because their presentation is 
mediocre. That is faulty typography! After all, 
the reader must see the advertisement before 
he reads it, and here type plays an important 
part. To say “type is type, so why should one 
typesetter be better than another” is to over- 
look the many vital factors that go into the set- 
ting of advertising. 

We want you to become better acquainted 
with these factors and to know how carefully 
our members consider each one in every job they 
do for you. If you have been buying typography 
by the hit-or-miss method, call up one of our 
member companies. You'll find it profitable ! 


OF AMERICA, INC. 


DALLAS, TEXAS 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, OHIO 
Dayton’s Typographic Service 
DENVER, COLO. 
The A. B. Hirschfeld Press 
DETROIT, MICH. 
The Thos. P. Henry Co 
C. Benj. Stapleton Co 
j George Willens & Company 
INDIANAPOLIS, IND. 
The Typographic 

Service Co., Inc 
KALAMAZOO, MICH. 
Claire J. Mahoney 
LOS ANGELES, CAL. 
William Carnall 
House of Hartman 
Samuel Katz 
Rising-Hammond, Inc 
MONTREAL, CANADA 
Fred F. Esler, Led. 


Executive Headquarters: 461 Eighth Avenue, New York City + 


NEW YORK, N.Y 


Ad Service Co 
Advertising Agencies 

Service Co., Inc 
Advertising Composition, Inc. 
Artintype, Inc 
Associated Typographers, Inc 
Aclas Typographic Service, Inc 
Central Zone Press, Inc 


Superior LTypography, Inc 
Supreme Ad Service, Inc 
Tri-Arts Press, Inc 

Type Arrangement, Inc 
Typographic Craftsmen, Inc 
Typographic Designers, Inc. 
Typographic Service Co. 


Kurt H. Volk, Inc 


PHILADELPHIA, PA. 
John C. Meyer & Son 
Progressive Composition Co 


Diamant Typographic 
Service 

A.T. Edwards Typography, Inc 

Empire State Craftsmen, Inc 

Frost Brothers 

David Gildea & Co., Inc 


Graphic Arts Typographers, 
Inc. 


Hanford Hardin, Inc 

Huxley House 

King TypographicService Corp 
Master Typographers, Inc. 
Morrell & McDermott, Inc 
George Mullen, Inc 

Chris F. Olsen, Inc 

Frederick W. Schmidt, Inc 


PORTLAND, ORE. 
Paul O. Giesey, 
Advertising Typographer 


ST.LOUIS, MO. 


SAN FRANCISCO, CAL. 
Patterson & Hall 
Taylor & Taylor 


Typographer 


SEATTLE, WASH. 
Frank McCaffrey 


ALBERT ABRAHAMS, Executive Secretary 


Brendel Typographic Service 
Warwick Typographers, Inc. 


ored under the illusion that an idea | 
cannot be protected. This is far. 
from the truth, as the foregoing in- | 
dicates. Here is how the plan 
works, according to National Certi- | 
fied Depository: 


How Plan Works 


“Ideal protection can be affected 
by the due recording and safeguard- 
ing of prior claim to ownership of 
an idea or uncompleted creative 
work in its stages of development. 

“During this period of develop- 
ment, the originator is often in| 
doubt as to the worth and salability | 
of his creation. Often he is with- 
out the necessary funds with which 
to make application for adequate 
protection and fears the conse-| 
quences of disclosing his idea. 

“National Certified Depository 
functions to safeguard your claim 
to ownership of ideas and creative 
works by providing you with a 
Certificate of Conception Claim, 
such certification being a registered 
document that confirms the deposit 
of exact copies of your original 
work in our archives. This docu- 
ment bears witnessed and notarized | 
certification as to the exact date 
when copies of your subject matter | 
are delivered to National Certified | 
| Depository in person, by messenger | 
| or through United States mail deliv- 
ery. This protection service cover- 
ing each deposited subject remains 
in force for a period of five years.” 
The truthful duplicate to be de- 
posited in the archives of National 
| Certified Depository may be in the 
|form of photostats, photographs, | 
blue-prints of drawings, photo-| 
| graphs of physical subjects or exact! 
facsimiles of manuscripts. 


Proof Always Available 

Any subscriber, his legal repre- 
| sentative, successors or assigns hold- 
ing a Certificate of Conception 
Claim shall have access to deposited | 
subject matter described in thr 
claim, in establishing priority rights 
of ownership to his creative work or | 
idea in cases of plagiarism or mis- 
appropriation by others. The Cer- 
ticate of Conception Claim is affixed 
by the owner to the idea material 
retained by him, acting as a warn- 
ing against use by others. 

National Certified Depository will 
cover the field of patentable me- 
chanical devices and formulas only 
during the period of experimental 
development and where a priority 
record of invention is desired, pre- 
liminary to filing application for a 
patent. The organization will not 
engage in filing of applications for 
patents, recommending instead that 
attorneys or legal firms specializing 
in such work be retained 


“Desert” Appoints 


Eugene A. La Mont has been 
appointed advertising manager of 
the Desert magazine, El Centro, Cal., 
with offices at 327 S. Towne avenue, 
Los Angeles. He also will continue 
|to manage the El Centro advertising 
office. J. W. Greely & Associates, 
Seattle, has been named Northwest 
| representative. 


| been inaugurated here by Americ 

|Tobacco Company which is noy 
using nearly 18 hours of time 
| week over eight New York stations 
Programs consist of two and one- 


| Strikes each of the 24 hours. 


| later 


Lucky Strike Puts | 
2 1-2 Minute Spots 
on 8 Stations 


New York, April 18.—A unique 
experiment in spot broadcasting has 


half minute transcriptions which 


,;combine a time signal, commercia] 


and musical selection. 
All transcriptions are broadcast 


; on the hour, and one or more Lucky 


Strike spots is aired as the clock 
The 


| present schedule includes 429 two 


and one-half minute spots per week 
At present confined to New York, 
the same technique may be used 
in other cities if successful 
here. 

Although talent featured on the 
transcriptions is also heard on 
Lucky Strike network broadcasts, 
special recordings are made each 
week. The weekly repertoire con- 
sists of 12 pieces, including the 10 
tunes chosen as national leaders on 
the “Hit Parade” show and two 
“Lucky Strike extras” sung by Bon- 
nie Baker. 


Merchandise Network Shows 


Although the chief purpose is to 
sell cigarets, the spots also serve to 


|merchandise the two network pro- 


grams, “Hit Parade” and Kay Ky- 
ser’s “College of Musical Know]- 
edge.” Other talent besides Kyser 
and Baker include Barry Wood's 
songs and music by Orrin Tucker 
and Mark Warnow, all Lucky Strike 
artists. 

Stations carrying the transcrip- 
tions, and the number of programs 


|'scheduled weekly, are as follows: 
| WHN, 


120; WMCA, 114; WNEW, 
104; WOR, 30; WEVD, 25; WABC, 
18; WEAF, 12, and WJZ, 6. Lord 
& Thomas is the agency. 


Pepsi-Cola Wins 
Jamaica Verdict 


Registration of the Pepsi-Cola 
trade mark has been upheld by the 
court of appeals at Jamaica, British 
West Indies, over the opposition of 
the Coca-Cola Company. The com- 
plaint was dismissed. 

No further appeal is 
from this court. 


Clinton Watch on Air 


Clinton Watch Company ha: 
started its first consumer advertis- 
ing with a test radio spot campaign 
in Chicago. Malcolm-Howard Ad- 
vertising Agency, Chicago, is hand- 
ling the account. Other accounts 
added recently by the agency are 
Janesville Products Mfg. Company, 
maker of children’s vehicles, and 
Martin Jewelry Company. 


possible 


In Building 


from manufacture 
to application ™ 


AS of publica- 
tions responsive to 
every trend in building 
Reporting, interpreting, ac- 
vising, creating. Poolina 
industry-wide contacts tc 
form a uniquely effective 
publishing unit. 


INDUSTRIAL PUBLICATIONS, INC. 


59 E. VAN BUREN STREET, CHICAGO 
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April 22, 1940 ADVERTISING AGE 


221,840 ON WEEKDAYS 
414,180 ON SUNDAYS IN 
mes THE PROFIT HALF ALONE 


You get the Profit Half of the New York mar- 
ket, city and suburbs, by putting together the 
neighborhoods where families of high and 
medium incomes live. 


The housewives of these families buy 60- 
70% of the advertised goods sold here. 


You get into the Profit Half of the New York 
market by advertising in The New York Times 
... because housewives in this richest part of 
the New York market read The Times, live by 
it, shop from it... as many housewives week- 
days as in all of Cleveland, as many Sundays 
as in all of Philadelphia. 


Advertising in The New York Times 
reaches one of the largest markets of 
women reached by any newspaper .. . 
puts advertising to work where it profits 
most. Get the facts today. 


ak 


The New Pork Times 


“All the News That's Fit to Print” 


ADVERTISING OFFICES: CHICAGO + DETROIT - LOS ANGELES » SAN FRANCISCG 
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. to only ten cents per preferred . retail jewelers throughout the coun. 
Alcoholic Copy share. Arthur Tatham June Bride Market try. The book cites the mes <et 
Mr. Fuller wrote that approxi- + facts mentioned above and describes 

Voted Down at mately $7,500,000 was spent by New Chairman of details of the Kreisler advertising 
Mi : liquor advertisers in magazines dur- - M th J | j}and promotion activities. In addj- 
Curtis Meeting ing 1939. Using the same percent- Central Council a y ri ewe ry tion, a consistent campaign will } 
Philadelphia, April 17.—Curtis 48¢ of all general magazine adver- Chicago, April 18.—Arthur E. waged through the jewelry trade 


Publishing Company’s ban on liquo1 


advertising received 25-to-om 


endorsement fron tockholder at 
the annual meeting here today, 
when a proposal put forth by a 
minority group of stockholders for 
a change in policy was voted down 


Walter D. Fuller, Curtis 
warned stockholders 


president, 
who mailed in 


proxies favoring acceptance’ of 
liquor copy that such a policy shift 
would have the ultimate effect of 
decreasing earnings. He explained 
in his letter that much of the cir- 
culation of Curtis magazines is 


obtained through the work of wo- 
men’s organizations, churches and 
schools, and that the cooperation of 


many of these groups would be lost| 


if liquor advertising were accepted. 

Reiterating the point of view of 
management which was previously 
expressed by C. W. Bok, secretary, 
in the proxy statement recently filed 
with the New York Stock Exchange 
(ADVERTISING AGE, April 8), Mr. 
Fuller estimated that acceptance of 
liquor copy in the pages of The 
Saturday Evening Post might in- 
crease annual profit $85,000, equal 


tising carried by the Post, he esti- 
mated that the magazine might 
‘ ct upwards of $1,425,000 worth 


f liquor copy if accepted Profit 
from this volume would reacl 
$85.9000, he said 


Standard Oil Gets 
Pa. Turnpike Concession 


Standard Oil Company of Penn- 
sylvania has been awarded the gaso- 
line, oil and restaurant concession 
along the 160-mile Pennsylvania 
Turnpike, express toll-highway be- 
tween Pittsburgh and Harrisburg 
Ten combination filling stations and 
jrestaurants are to be constructed 
jalong the highway. 

Standard Oil is reported to plan 
jan expenditure of $500,000 for the 
ten stations, with a deluxe unit, 
including dining room, barber shop, 


dormitory, showers, laundry, smok- | 


ing lounge and recreation rooms 
located midway between the term- 
inals. 


Weed Expands 


Weed & Co., radio representative, 


Tatham, vice-president and West- 
ern manager of Young & Rubicam, 
was elected chairman of the Central 
Council, American Association 

Advertising Agencies, at a meeting 
of the board of governors today. 
Vir. Tatham succeeds Kennett W. 
Hinks, J. Walter Thompson Com- 
pany, who earlier in the week was 
elected a governor for one year to 
fill 


of 


an unexpired term. 

Other new officers are John M. 
McDonald, Buchen Company, vice- 
chairman, and Arthur R. Mogge, 


Arthur R. 
treasurer, 

Messrs. McDonald and Mogge 
were elected to the board for two- 


Mogge, Inc., secretary- 


year terms, together with the fol- 
|lowing, at the earlier members’ 
meeting: J. H. Jameson, McCann- 


Erickson, Ine.; Melvin’ Brorby, 
Needham, Louis & Brorby, and G. 
|B. Gunlogson, Western Advertising 
Agency, Racine, Wis. 

Hold-over governors are, besides 
Mr. Tatham, Paul E. Watson, Ruth- 


|rauff & Ryan, and John C. Cor- | 


Maker Tells Trade 


Kreisler Calls Male Gift 
Opportunity 200 Times 
as Great 


New York, April 18.—A courage- 


ous effort to buck a firmly en- 
trenched, but seemingly unsound, 
merchandising tradition was dis- 


closed here this week in a new cam- 
paign about to be 
Jacques Kreisler Mfg. Corporation, 
maker of jewelry accessories. 

As a preliminary to its first ap- 
pearance in consumer advertising 
media, the company will seek to 
impress this succinct merchandising 
thesis on the country’s _ retail 
jewelry trade: the “June Bride” 
market is largely a myth; the com- 
paratively high volume of gift sales 
|generally recorded during that 
month might just as easily be 
achieved during any month, since 


has leased additional office space at | Nelius, Batten, Barton, Durstine & | marriages during June are not ap- 


350 Madison avenue, New York. 


Osborn, Minneapolis. 


a 


| 


y, 
. 


FULLER & SMITH & ROSS 


NEW CLIENT 
We have just been appointed 
agency for the Ford ‘Tractor 
with Ferguson System, sold 
and distributed nationally 
by Ferguson-Sherman Mfg. 


Corp., Dearborn, Michigan. 


NEW YoOrR 
71 Vanderbilt Avenue 


CLIENTS 


Utensil Co. 
Aluminum Ore Company 
Aluminum Seal Co. 


American Lumber 
& Treating Co 


American Magnesium 
Corporation 
The Austin Company 
The Bassick Company The B. P. 
The Bryant Electric Co 
The Bryant Heater Co 
~ , Drug 
Central National Bank 
of Cleveland 


Certain-teed Products 
Corporation 


Chase Brass & Copper Co 
Cleveland Fruit Juice Co 


The Cleveland Railway 
Company 


The Climalene Compan, 


Commonwealth Shoe 
& Leather Company 


ae 


——e 


Al Company P. & F. Corbin 
of America Mark Cross Company 
The Aluminum Cooking 


The Crowell-Collier 
Publishing Company 


Detroit Steel Products Co 
B. F. Drakenfeld & Co., Inc. 
Emery Industries, Inc 


Ferguson-Sherman 
Manoutacturing Corp 


Firth Carpet Company 


Fostoria Glass Company 


Brunswick, Diamond, 

Hood and Miller Tires 

Goodrich and Miller 
Hercules Powder Co., Inc 


Kensington Incorporated 
of New Kensington 


Lewis & Conger 
Lincoln Bag Company 


The National Screw & 
Manufacturing Companys 


New York University 
Olney & Carpenter, Inc 


The Patterson-Sargent (0 


The Pennzoil Company 
Plymouth Cordage Co. 
Presto Recording Corp. 
Steel Founders’ Society 
of America 
The Strong, Carlisle & 
Hammond Company 
The Trundle Engineering Co 
University School 
Virginia Hot Springs Co. 
The Homestead Hotel 


Westinghouse Electric 


Goodrich Co & Manufacturing Co 


Westinghouse Electric 
Elevator Company 
Sundries Westinghouse Electric 
International Company 
Westinghouse Electric 
Supply Company 
Westinghouse Lamp Div. 
Westinghouse X-Ray Co. 
West Penn Power Co. 


The WGAR Broadcasting 
Company 


White Sewing Machine Co 
WIR The Goodwill Station 
The Wooster Rubber Co 


CLEVELAND 


1501 Euclid Avenue 


preciably higher than in other 
months, and, most important of all, 
the “June Bride’ market is but a 
fraction of the potential business 
that can be realized by aiming at 
gifts for men rather than women 
|during the same, hallowed month. 
Taking the bull by the horns, 
Kreisler has adopted as the keynote 
of its trade campaign: “The June 
Bride Vanishes!” 


ing a nation rising indignantly in 


the wake of this sacrilegious pro- | 


nouncement, the company has forti- 
fied itself with the following data: 


Percentage Dropping 


| nation’s marriages took place in 
June. In 1939, June marriages 
idwindled to 11.9 per cent, 
140,000 in all. 
it is likely that the number of mar- 
|riages in June, 1940, will be about 
|the same as in September, October 
|or November. 

| 2. Men due to receive gifts in 
|June outnumber brides by more 
{than 200 to 1. June 16 is Father’s 
Day—and there are about 25,000,- 
000 fathers in the country. June 
is the month of graduation—and it 
is estimated that about 1,800,000 
young men will emerge from col- 
leges, high and elementary schools. 
_And, if there will be 140,000 mar- 
riages in June, there will be 140,- 
/000 grooms plus at least 200,000 
ushers and “best men.” Finally, 
there are 4,000,000 males, aged 15 
or over, whose birthdays fall in 
June. 


launched by | 


press. The company’s consumer 


advertising debut will take place ;; 
| J 


| 
| 
| 


| 


Then, anticipat- | 


1. In 1938, 14.1 per cent of the| 


about | 
Following this trend, | 


This makes a grand total of} 1, 


une issues of Esquire and Life 

The Kreisler plan book minces 
words regarding competition. 
haberdasher has been making 
most of this real June market,” 
company declares, “while 
jeweler has been playing minstre!] 
to the shadow of a bride! This June 
will be a ‘small Christmas’ for pro- 
gressive jewelers who go after 1 
giant man’s market with the pro- 
motion it deserves.” 

In addition to its publication ad- 
vertising the company will furnish 
dealers with elaborate point of pur- 
chase displays and window stream- 
ers, newspaper mats, movie slides, 
radio commercials, and direct mail 
literature. 

Kelly, Nason, Inc., is the Kreis] 
agency, with Ben Sackheim in 
charge of the account. 


Consumer Contest 
Gains Interest; 


to Close May 31 


Chicago, April 18.—More than 50 
‘entries have already been received 
|in the competition sponsored by 
ADVERTISING AGE for the best pro- 
|grams for improving relationshi; 
between advertisers and consumers, 
although the contest does not close 
until May 31. 
| The contest is open to everyone, 
with the exception of employes of 
Advertising Publications, Inc., and 
entries may take any form, length 
or shape the contestant prefers. 
|Plans submitted may be entirely 
original, may now be in operation, 
or may be a combination of features 
of several existing activities. En- 
tries may be entered in the name of 
individuals, groups of individuals, 
clubs or organizations. 

For the best plan submitted, Ap- 
VERTISING AGE will award $500 in 
cash; for the second best, $250; for 
the third best, $150, and for the 
fourth best, $100. 

There no entry blank to be 
filled out or other formality to be 
observed except that entries must 
be mailed or delivered to the Con- 
ltest Secretary, ADVERTISING AGE, 

100 E. Ohio street, Chicago, no later 
than midnight, May 31. 


| 


is 


Royal Typewriters to 
Young & Rubicam 

Royal Typewriter Company has 
announced appointment of Young & 
Rubicam as its advertising agency 
|in the United States, effective Aug 
The appointment is for all Roya! 


31,140,000 male prospects for June | products, including the standard and 


gifts. 

The aggressive Kreisler cam- 
paign marks a new phase of the ex- 
pansion launched slightly over a 
year ago when the company de- 
cided to broaden the scope of a suc- 
cessful business devoted primarily 
to diamonds, high-priced jewelry 


items and high gold content wrist | 


watch bands, to include a full line 
of men’s jewelry for 
distribution solely through jewelry 
stores. The company thus placed 
retail jewelers in a position to com- 
pete with haberdashers handling 
the Swank, Hickok and_ similar 
lines 


accessories 


Builds Jewelry Traffic 


That the policy of restricting its 
lines to the jewelry trade 
clicked with retailers indicated 
by a recent Kreisler survey in which 
1,700 jewelers reported that their 
1939 sales of jewelry accessories for 
men were considerably greater 
than in 1938; that this merchandise 
is expected to become an increas- 
ingly important source of revenue; 


has 


is 


that these items are valuable as 
traffic builders, and finally, since 
women buy almost three-quarters 


;of men’s jewelry, this merchandise 
stimulates other sales of quality 
goods for the retailer 

The company will take the first 
step in registering its new June gift 
market story by distributing an 
elaborate plan book to about 10,000 


|portable typewriters and Roytyp: 
supplies. 


Irvington Names Tyson 


Irvington Varnish & Insulat 
Company, Irvington, N. J., ha 
appointed O. S. Tyson & Co., New 


York, to handle its advertising 
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DISPLAY IDEAS 


BY CRYSTAL 


' 
COMPLETE SERVICE r 
! 
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1 
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UNDER ONE ROOF 
COUNSEL 


CRYSTAL MFG. CO. 


CHICAGO + NEW YORK 
1725 Diversey Blvd. 7 East 42nd St. 
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-_ SATISFIED cu STOMERS. ARE OUR BEST ADVERTISERS 


BE 


NEW “a a -FOOD, MAKES a 
NY 


...with the aid of a 


Here’s a short-short story of smart mer- 


chandising. 


In less than 8 years, a leading packer has 
dished up a new dog-food, tested it, adver- 
tised it, and climbed practically to first 


place in this competitive field. 


And he did it, incidentally, with a campaign 
that put about 50¢ of every dollar into 
THis WEEK MAGAZINE. 


He started off with a Name The Dog” 
contest that made each medium prove just 
how many cans it could sell. And he gave 


each a chance to show its stuff in lining up 


the trade. 


The chart below gives a rough idea of how 


THis WEEK came out. 


Dog-food is just one of the many products 
that are going in for this New Method Of 
Magazine Advertising’. The list of adver- 


tisers who’ve made THis WEEK their No. 1 


New Method of Magazine Advertising 


magazine is as long as a dachshund’s 
wheelbase . As a matter of fact, the 
packer above chose it because it was al- 


ready tops on his other campaigns. 


All of which indicates that this unique 
magazine can probably do a job for your 
product, too. Because its 5%4-million fam- 
ilies aren’t spread all over the land—but 
follow your sales map into the 25 key mar- 
kets that do the lion’s share of the business. 
And they cover those markets as thoroughly 
as the next 4 weeklies, or the top 4 women’s 


magazines, combined. 


THIS WEEK’S RECORD ON A 
LEADING DOG-FOOD’S LIST 


1938 Ist with $35,013 
1939 Ist “’ 84,370 
1940 Still going strong. 


(PIB Figures) 
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Pot 0 Gold Show 
Cleared, But Offer 
Will Be Changed 


Justice 


Department 


|today. Presumably, 
will continue with its present tele- 
| phone number technique until client 
‘and agency are satisfied that this 
|technique can be replaced without 
\loss of program popularity. 

| The program, in which $1,000 is 
|awarded to owners of telephones 
| picked at random and called during 
fens broadcast, was brought to the 
|attention of the Department of Jus- 
jtice as a possible violation of the 


Refuses to Take Action! lottery laws, along with the Mead’s 


on Program 


Chicago, April 18.—Even though 
the Department of Justice last 
weekend advised the Federal Com- 
munications Commission that it 
would not take action against the 
Pot o’ Gold radio program sponsored 
by Tums, the set-up of the program 
will be changed as quickly as possi- 
ble so as to remove all possible 
complaints, Stack-Goble Advertis- 
ing Agency, which handles the 
show, declared here this week. 

The revamped program is sched- 
uled to make its appearance April 
30, but details of the change have 
not yet been worked out, and it is 
entirely possible that the new ap- 
proach will not be ready by that 
date, ADVERTISING AGE was informed 


| Baker y program broadcast in Texas, 
in which the procedure is to send 
the “Fine Bread Mystery Woman” 
to houses in the community, where 
she pays $5 for a loaf or part of a 
loaf of Mead’s bread. 


Refuses Prosecution 


“After a thorough examination of 
the material submitted and a care- 
ful consideration of the facts pre- 
sented, the Department has con- 
cluded that prosecutive action under 
Section 316 of the Communications 
Act of 1934 in these two matters 
should not be instituted,” states a 
brief letter which Assistant Attor- 
ney General O. J. Rogges wrote to 
FCC chairman James L. Fly. 


The Pot o’ Gold program has been 
a matter of both official and unoffi- 
cial debate for some time and 


the program 


rumors have been abroad that it 
would undergo a change. William 
S. Hedges, NBC vice-president, 
recenty notified Red network sta- 
tions, over which the program is 
broadcast, that the sponsor, Lewis- 
Howe Company, St. Louis, would 
shortly announce a change in the 
structure of the program over the 
air. The date for the announcement 


was set tentatively for April 23. | 


Several stations had refused to 
carry the program, but no an- 
nouncement has been made as to 
whether these stations will be will- 
ing to resume the program now 
that it has been declared within the 
law. 

Motion picture houses are re- 
ported to have been the original 
complainants to the FCC over the 
Pot o’ Gold program, charging that 
it was costing movie theaters a mil- 
lion dollars a week. Now dismissal 
of the action is likely to enhance 
this type of entertainment competi- 
tion, rather than restrict it. 


Joins Hotel Adelphia 

Evelyn A. McLaughlin, formerly 
with Philadelphia Advertising Com- 
pany, has joined the Hotel Adelphia 
staff in Philadelphia, handling pub- 
lic relations, advertising and sales 
promotion. 


HOWARD GRAHAM 


President and General Manager 
of the Howard Graham Company, 
Inc., Home Furnishers. Mr. Gra 
ham says, “Radio advertising has 
made my business. WMC deserves 
full credit for a wonderful job of 
results produced.” 


* 


Imagine it! Nine years of radio 
advertising over one station 
exclusively. During this time. 
Howard Graham's program over 
WMC constituted approximately 
90% of his entire advertising 
budget! Each year the business 
has increased. 

Here is a story that bears re- 
peating—and emulating—ior 
profit. 


5,000 WATTS DAY 
1,000 WATTS NIGHT 


9 


YEARS OF 


CONSECUTIVE PROGRAM 
ADVERTISING OVER 


WMC, yl 


@ THE CURRENT HOWARD GRAHAM redio show features « boerd of ex- 


perts, 


ted by the radio 


audience. 


comprised of leading Memphis personalities, 


Vouchers for merchandise are presented for 


who answer questions submit- 


each 


question used. The voucher is doubled when the expert is stumped. 


WMC 


Owned and operated by 


MEMPHIS 
NBC RED NETWORK 


THE COMMERCIAL APPEAL 


w WH. 


National Representative: 


MEM! 


wuc— MEMPHIS 
KARK—LITTLE 


South's Greatest 
“* 


* 


01 NTRAL QUALITY 


ROCK 


” 


ewspaper 


THE BRANHAM CO. 


NETWORK 
KWKH-KTBS—SHREVEPORT 
WSMB—NEW ORLEANS 


— 


MAGAZINE COLOR COPY GETS HIGH RATING 


This color insertion for Kelly-Springfield 
to have gained the highest readership 
the past four years. 


J. Stirling Getchell, Inc., 


“L Like to 
TRAVEL E 
INSTYLE | 


tires in national magazines is reported 
rating in Daniel Starch reports during 
prepared the copy. 


Eastman, Crosse 
& Blackwell Ad 
Manager, Dies 


Baltimore, Md., April 16.—Ear] 
H. Eastman, national advertising 
manager of Crosse & Blackwell 
Company, died suddenly of a heart 
attack last Saturday at Chapleau, 
Ont., while on a business trip that 
was to have taken him through 
Canada and to the Pacific Coast. 

Mr. Eastman joined Crosse & 
Blackwell as a salesman in 1927, 
covering part of the Pacific Coast. 
Later he was advanced to sales 
supervisor of the entire area, and 
in 1935 came to headquarters of the 
company here as national advertis- 
ing manager. 


CHARLES L. GRIGG 

St. Louis, April 17.—Charles L. 
Grigg, president and founder of the 
Seven-Up Company, manufacturer 
of soft drink extracts, and a former 
advertising man, died here yester- 
day after being in ill health for 
four years. Mr. Grigg, 71 years old, 
was in the advertising business for 
a number of years. before he 
founded the Howdy Company, 
maker of extracts, in 1920, and the 
Seven-Up Company ten years later 


F. WILLIAM BENSBERG 
Rochester, N. Y., April 
William Bensberg, 89, one 


15.—F. 


now a Gannett newspaper, 
Utica yesterday. 
the printing trade on the old Utica 


Morning Herald when 12 years old. | 


Nicholson Advances Two 

Wallace L. Pond, domestic sales 
manager of Nicholson File Com- 
pany, Providence, R. I., has been 
made director of sales, and William 
W. Anderson, Canadian sales man- 
ager, has been appointed sales man- 
ager. 


Henriquez Expands 


Fred Steffen and Stan Seeley have 
joined R. D. Henriquez Studio, Chi- 
cago. Mr. Steffen, a son of the late 
Judge Steffen, of Chicago, has been 
in the agency field, while Mr. Seeley 
came from Evans & Stults, layout 
specialists. 


Louis Straus Appointed 
Louis D. Straus, who formerly 
headed his own publicity office in 
New York, has been appointed pub- 
licity director of American Safety 
Razor Corporation, Brooklyn. 


of the | 
founders of the Utica Daily Press, | 
died in} 
He began learning | 


New Mathes Office 


Provides Comfort- 


for Salesmen 


New York, April 18.— Weary 
space peddlers whose travels take 
them to the offices of J. M. Mathes, 
Inc., are cooling their heels in com- 
fort these days as the result of the 
recent establishment of new head- 
quarters for the media department 
on the 45th floor of the Chanin 
building. 

Before the change, various and 
sundry magazine, newspaper and 
radio representatives were heard t 
grumble at being forced to hold 
hat, coat and brief case on their 
laps, as well as at the difficulty of 
finding a place to sit down. 

The powers-that-be have de- 
lighted the space peddling army by 
not only providing more spacious 
quarters but installing a coat room 
for the use of callers. No other 
agency is known to offer a similar 
convenience. So far as is known, 
no steps have been taken toward 
providing bar service. 


Gurrier Adds Cassady 


Chase Cassady, illustrator, has 
joined Frank Gurrier Studios, New 
York. 


ON FULL-COLOR 
PRINTED ADVERTISING 


A strong statement, 
but one we can prove 
to large users of con- 
ventional consumer 
advertising. News- 
color is produced on 
high speed _ rotary 
color presses. 
For national 
tisers we print the 
same job in from 3 
to 6 plants in various 
parts of the country 
Save shipping cost 
and time. 


adver- 


Newscolor Division CLEVELAND 
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Si han de ser beneficiosos, el viajar y el comerciar deben aprovechar al visitante y al visitado 


os Diarios SCRIPPS-HOWARD, de Estados Unidos, Se Complacen 


EN SALUDAR A LOS OTROS AMERICANOS 


Con Motivo del “DIA DE LAS AMERICAS” 


E* el “dia de las Américas”, en que se celebra el cincuente- 


nario de la Union Panamericana, nos es dado ver, con 
sumo beneplacito, que los pueblos de las Americas intensifican 
su vinculacion cultural y economica dentro del continente 
En Estados Unidos los periddicos Scripps-Howard se han 
puesto a la cabeza de los que propician un conocimiento mas 
amplio de las naciones hermanas del hemisferio occidental 
Con el propdsito de fomentar el estudio y despertar la 
admiracion por los lugares de interés historico y por las bellezas 


naturales, del mismo modo que para fomentar el intercambio 


economico entre las Américas, estos diarios dieron comienzo 
el ano pasado a un programa encaminado a despertar el intere 
por el turismo en todo el continente, programa que resume 
en pocas palabras el lema adoptado: “Ahora, visite Vd. las 
Americas”. 

Nos es grato informar que va tomando cuerpo en gran 
escala el movimiento de turistas. A nuestro juicio, no es esto 
mas que el comienzo de unmovimiento de vastos alcances, del 


sur al norte y del norte al sur, que nos sera mutuamente 
provechoso. 


En Estados Unidos podreis colocar vuestros productos en 


antidades cada vez mayores, y de Estados Unidos recibiréis 
visitantes en numero siempre creciente, a medida que vaya 


surtiendo efecto el programa de fomento turistico que cumplen 
los diarios Scripps-Howard. 


Aprovechamos esta oportunidad para invitar a nuestros 
conciudadanos de las Américas a que visiten a Estados Unidos 
para que vean nuestro pais y conozcan a nuestra gente, forman- 
dose asi un concepto exacto de nuestra poblacion, de nuestras 
ciudades, de nuestras industrias 


E un lado al otro de Estados Unidos, en los 

principales centros del comercio y de la 
industria, se publican diecinueve diarios del grupo 
Scripps-Howard. La poblacion de estas ciudades y 
sus aledanos asciende a 22.100,719 almas. La produc 
con industrial de estas ricas ciudades tiene un valor 
que pasa de los 12,000 millones de dolares anuales 


En estas ciudades hay centenares de miles de personas 


que tienen dinero para viajar; para adquirir no sola 
mente los articulos de primera necesidad sino también 
las cosas de lujo. Este sector. solo, constituye un 


. que 


procuraremos obtener y enviar sin demora. Dirigirse 
Promotion Department, 8 


. Scripps-Howard Newspapers. 


PARA VENDER PRODUCTOS EN ESTADOS UNIDOS 
COMIENCE VD. POR ESTAS CIUDADES PRINCIPALES 


mercado de gran importancia para el desarrollo de 
la exportacion de productos Hispanoamericanos 

Vendiendo algo a la gente de estas ciudades puede 
Vd. trazar la pauta para las ventas en otras locals 
dades de la Union, dado que los centros mas pequenos 
siguen, por regla general, el ejemplo de sus vecinos 
mas grandes. 


En estas ciudades principales hay periodicos del 
grupo Scripps-Howard que se complaceran en cola 
borar con sus representantes de Vd. para que la pro 
paganda de sus productos alcance un exito rotundo 


Invitamos alos organismos destinados al fomento del comercio y alas firmas interesadas en 


la posibilidad de crearse un mercado en Estados Unidos a escribirnos solicitando informes 
mas detallados 


» a: Business 
230 Park Avenue, Nueva York 


INVITE VD. A LOS TURISTAS NORTEAMERICANOS 
A VISITAR SU PAIS VALIENDOSE DE LA COLABO- 
RACION DE LOS PERIODICOS SCRIPPS-HOWARD 


‘ Y ha calculado que en 1938 los estadounidenses 


han gastado mas de quimientos millones ce 
dolares en sus viajes al extranjero 


Hoy, la mayoria de los centros de atraccion de 
Europa y del Asia les estan vedados 


A principios del otono de 1939 los periddicos de 
P P pe 
' 
la empresa Scripps-Howard dieron comienzo a un 
F PP 
programa colectivo de fomento del turismo, adop- 


tando por lema: “Ahora, visite Vd. las Americas” 


Con el proposito de estimular el interés de los 
lectores en visitar las hermosas tierras de Ibero- 
américa, nuestros periodicos publican centenares de 
columnas, escritas por su propio personal de redac- 
cion, en que se tratan temas de esta naturaleza 
Complementando estos articulos se publican tam- 
bién listas de importantes acontecimientos proximos 
a suceder, tanto en Estados Unidos cuanto en las 
naciones hermanas 
Muchos de los puntos de interes historico y de las 
bellezas naturales de Hispanoamerica han servido 
ya de tema a estos articulos ilustrados. A medida 
que se va desarrollando el programa, otras temas 
similares seran tratados en la misma forma 
Por lo tanto los hoteles, lugares de veraneo y 
agencias de pasajes de Hispanoamérica que se pro 
pongan publicar anuncios en Estados Unidos encon 
traran terreno fértil para su préedica entre los lec 
tores de los periodicos Scripps-Howard 


Atenderemos complacidos toda corresponden 
cia relativa a tarifas de anuncios y fechas 
apropiadas para su publicacion. Escriba Vd. al 
“Travel Promotion Bureau, Scripps-Howard 
Newspapers, 230 Park Avenue, Nueva York” 


SEE THE 


AMERICAS now 


La “American Express Company’ 
Travel Information Service” 


»". que son las dos agencias 
mas importantes en su genero en Estados Unidos, partici 


y el “Ask Mr. Foster 


pan con entusiasmo en nuestra campana en pro del 
fomento del turismo. Tanto ellos como otros muchos 
organismos utilizan tres sellos multicolores del tamano 


ilustrado en el cupon que se encuentra mas abajo 


Estos sellos se envian GRATUITAMENTE, en can 
tidades de hasta 1,000, a quienes deseen colaborar en 
esta tarea. Permitasenos sugerir la idea de que se nos 
escriba pidiendo una cantidad de est los 
coloque negocios 
la Union 


abajo 


»* sellos y se 
en toda las cartas personales y de 
enviadas a amigos y firmas c« 


merciales de 
Utilicese para ello el cupon que 


* aparece mas 


— DIARIOS de 


AQUI LA LISTA DE 


NEW YORK World Tr 


DIARIOS DE 


LA CADENA DE 


SAN FRANCIS 


DETROIT 


SCRIPPS-HOWARD 


ehram SAN FRANCISCO CINC NAT Post DENVER News WASHINGT POR WORTH 

CLEVELAND Press INDIANAPOLIS KENT KY me T c ve RIRMINGHAM Post MPeMwPnw ve AL yur 7 

PITTSBURGH Press COLUMBUS teen ton edition, Cincinnati Post MEMPHIS Press - WOUST FL PA " ’ 
KNOXVILLE News Sentinel EVANSVILLE 

National Ad 4 Dept ) PARK AVENUE. NEW YORK CHICAGO 


Si han de ser beneficiosos, el viajar y el comerciar deben aprovechar al visitante y al visitado 


THIS ADVERTISEMENT appeared April 14, 1940,as a full page 
in 28 Latin American daily newspapers with a circulation 
of 1,200,000. If a translation is desired write: Scripps- 
Howard Newspapers, 230 Park Avenue, New York City 
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CHANGES HOURS 


a al 


‘BERGNERS * 


A SHORTER 
“ WOMEKING DAY FOR 4, 
OUR CO-WORKERS” py. 


ee Me 
ab ies 


we 
| 
“*| 


© PTECETE (PTAL Te Bald & Store The 


Unusual newspaper copy, in editorial 

style, which advised Peoria housewives 

that P. A. Bergner & Co., local store, 
was shortening its work week. 


Gem Promises New 
Joy for Suffering 
Whisker Choppers 


New York, 


tunity for 


April 18.—An oppor- 
everal million long-suf- 
fering males from their 
morning ablutions quicker and with 
tempet unruffled will be spot- 
lighted by American Safety Razor 
Company May 15, on the wings of 
one of the most extensive advertis- 


lo emerge 


IngR Calnpalgns evel 


the company 


sponsored by 


The drive will be centered 
around the introduction of a new 
razor model, to be called the 
Clog-Prut.” The design is 
primarily for users of brushless 
which now account for 52 
per cent of all sales in this field, 
according to Milton 
American Safety 
Several years 
into the 
razor that would eliminate clogging 
caused by the more solid consist- 
ency of brushless creams, Mr. Dam- 
mann explained The new razor, 
of course, works equally well when 
used with lather. 


Will Use 300 Newspapers 


“Gem 
intended 


creams, 


Dammann, 
Razor president. 
of research have gone 
work of creating a new 


Advertising hailing the achieve- 
ment will break May 15 in 300 
newspapers in 250 cities, with in 
sertions ranging from 150 to 800 
lines each. A series of five adver- 
tisements will appear in each paper 
on the list during the succeeding 
90 days. Copy will also be used in 
cooperation with the leading drug 
chains 
model will make 
special offer 
Barbasol 
Company. ‘The combination, repre- 
enting a $1 retail value, will be 
featured at 59 cents 


The new Gem 
its debut as part of a 
in cooperation with the 


under fai 


trade contracts. The deal will be 
merchandised on Barbasol’s spot 
radio schedule 

Window displays, streamers and 
other point-of-purchase aid wil 


be made available to dealers. Fed- 
eral Advertising Agency directs the 
American Safety Razor account 


Robbins in Cleveland 


Robbins Publishing Compan 
New York, has opened an office in 
the Citizens _o Cleveland 
George R. Ramel, formerly with the 
New York staff Se Laundry Age 
in charge 


Bowers to “Topics” 


James F. Bowers has joined the 

promotion department of 

Topics, Chicago. He was formerly 

with American Legion Magazine 

and more recently with Manufac- 
rers News 


To Alan B. Sanger 
Automatic Switch 
New York, has appointed Alan B 
Sanger, New York, to handle it 

ccount 


Hospital 


Company, 


Nine Appoint Friend 
Mitchell  E. 


New York, has 


Friend Company, 
been appointed to 
direct the following accounts: 
Howard L. Auerbach, Klein & Jack- 
son, Louise O. Meuer, Inc., and Ar- 
thur Muth, all real estate concerns 
in New York: Dyckman Street 
Ferry, Kay Preparations Com- 
pany, cosmetics: Metal Cast Prod- 
uct Company, United Jewelry 
Manufacturing Company and Wal- 
ton Training Bureau, civil service 
chool, all of New York 


DeLiso Shoes to Olian 


Samuels Shoe Company, St. 
Louis, maker of DeLiso Deb shoes, 
has appointed Olian Advertising 
Company, St. Louis, to direct its 
account Women’s magazines wili 
be the major media 


Display Men to Detroit 


Detroit haus been selected for the 
International Association of Display 
Men's convention, June 24-27. Don- 
uld A. Ferguson is convention chair- 
man 


Youngsters Who 
Worked and Won 
Honored by Club 


New York, April 18.—-One adver- 
tising manager and a dozen othe: 
youngsters who have carved suc- 
out of the difficulties 
of recent years were honored by the 
Young Men of the Advertising Club 
of New York at a luncheon of the 
club today, marking a new type of 
youth movement. The awards, one 
posthumous, were 
made in the name of the Order of 
the Rake, so designated because the 
victors exchanged the crying towcl 
for the rake and went forth to 
scratch for opportunities. 

Gordon Tuthill, advertising man- 
ager of the Crucible Steel Companys 
of America, New York, was the 
representative of the advertising 
selected to receive i: 
symbolic golden rake. Mr. Tuthill, 


cessful careers 


of which was 


profession 


now at the ripe old age of 30, has 
been advertising manager of th: 
steel company for two years. He is 
six feet tall, and as full of energy 
as his height would indicate. He 
is highly regarded by his company, 
which thinks of him as one of its 
major executives. 


Roll of Honor 


Others who were called to the 
speakers’ table today to receive 
their rewards at the hands of John 
Kronenberg, president of the Young 
Men’s group, included Alex Ray- 
mond, 28, New Rochelle, N. Y., cre- 
ator of the “Flash Gordon” strip for 
King Features syndicate; Mel Allen, 
28, New York, sports announcer for 
WABC and Columbia _ Broadcast- 
ing System; Mark Hawley, 30, 
Frenchtown, N. J., 
Trans-Radio Press and 
Intercontinental Audio Video Cor- 
poration; Michael Dolas, 26, New 
York artist who contributes to such 
maguzines as Cosmopolitan, Good 
Housekeeping, Redbook and The 


newscaster for 
president, 


—_ 
Saturday Evening Post; Win} 
Rockefeller, 27, of Socony-V: 
Oil Company, New York, who 
his surplus energy as assistant : 
paign manager for the Greater New 
York Fund, and Joe (Flash 
don, second baseman of the 
York Yankees. 

G. Lynn Sumner, head ot 
agency of that name, presid 
the luncheon as president o! 
Advertising Club of New Yo 


Joins Travel Magazines 
Sam Hecht, formerly wit! 
Brooklyn Eagle, has been n; 
director of advertising of 7 ( 
Agent and Travelore. The Arms 
ican Traveler, Inc., publisher, 
move on May 1 to larger qu: 
at 2 West 46th street, New Yi 


Apartments to Reichner 


Gresham Management Com, 
New York, has appointed M: 


Reichner & Co., New York, to handle 
advertising of its 
apartments. 


Thorney 


There are really two kinds of 


advertisers... 


livers big coverage.. 


advertising on a guaranteed-time basis. It de- 


. beginning at 76 stations 


And it uncovers savings of a third and more. 


One needs sales searchlights, the other, sales 


Hoodlights. For one advertiser wants fingers of 
light pointing to that section or those cities; 
while another requires a vast flood of light 
to cover the country so that every crossroad 


counter and every cash register on Main Street 


stands out sharp and clear. 


By adding floodlight coverage, Mutual now 


offers both types of approach. 


Mutual's floodlight broadcasting is scoped 


for full-sized advertisers who want year-round 


You can now talk to 17,2 


...can floodlight 


The Biggest Broadcasting Bargain 


50,000 radio families 


225 of the nation’s leading 


300 cities for only $3,400 an evening half-hour. 


This same coverage would formerly have ost 


$1,500 more each broadcast. 


Suppose, to be extremely conservative, onl) 


hear the program. Assuming the very !o 


average of two listeners to a family, that’s stil! 


five prospects for each penny! 
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Bourne Joins Morgan; Tone Fidelity boa —_ ae hye mason Jameson Launches ENERGY IS THEME 
po ONLY a SMe € 1 3 | 
Two Advanced oe Pacer me pereen 6° Four Campaigns 
N W t M t of radio listeners use the higher 
Humphrey a neg ow formerly °o orry °o OSs tidelity obtainable through their Four separate campaigns featur- Now Explained! Quaker Oats 
th Ward Wheelock Company for R . ° on mt receiving apparatus. Com- !"8 human interest copy have been 
adio Listeners present rece g apparatus om 


four years and previously with H. J. 
Heinz Company as advertising man- 
ger, has joined Raymond R. Mor- 
Company, Hollywood, as head 

f the commercial and copy depart- 
ments servicing White King soap, 
Folger’s coffee, Bireley’s beverages, 
Planter’s peanuts and other ac- 
sntc 

Ruth Johnson has been named 
production manager of the agency, 
nd Amy Helen Brown, who was 
merly with Benton & Bowles, has 
n appointed to handle casting 

talent. 


ce 


To Push Cook’s Beer 


Harding-Lake, Memphis, has been 
ppointed by D. Canale Company, 
Cook’s beer distributor in the Mid- 
South, to conduct a campaign on 
Cook’s beer. Gene Harding is ac- 
eunt executive. Radio, newspapers 

outdoor advertising will be 


sed 


New York, April 18.—The aver- 
age radio listener isn’t too finicky 
about the quality of his reception 
even when he can improve the 
fidelity at the mere flick of a knob, 
it was indicated here this week by 


Samuel E. Gill, market research 
analyst. 

With frequency modulation and 
high fidelity reception very much 
in the limelight, Mr. Gill inter- 


viewed several hundred radio fami- 
lies in areas with a low noise level 
and sought to determine how ex- 
tensively they use the tone con- 
trol apparatus on their present re- 
ceivers. The position of the 
control was noted in each instance 
and questions were asked regarding 
the use of tone control when listen- 
ing to speech and to music 


tone 


paratively few, he found, keep the 
tone control toward the treble, said 
to be the point of highest fidelity 
reception. 

Only 45 per cent of the 
interviewed indicated a 
changing the tone control 
ferent programs. Of the 
24 per cent always keep 
control toward the 
toward the treble 
about half-way 


listeners 
practice ol 
for dif- 
remainder, 
the tone 
bass, 15 per cent 
and 16 per cent 
between the two 


D. B. Thorburn Resigns 


Donaldson B. Thorburn re- 
signed assistant promotion 
and advertising manager of Shell 
Oil Company, New York, effective 
May 1. Accompanied by his wife, 
Lois Long, of The New Yorker, he 
will go on a trip through Latin 
America to cover motion picture 
and writing assignments 


las 


as sales 


launched by William Jameson & Co., 


New York, for four of its leading 
liquor brands William Jameson 
Irish American whisky and Old 
Lewis Hunter bourbon are being 


promoted in newspapers in 99 cities. 


Insertions for King’s Ransom 
‘Round the World” Scotch in Cue, 
Esquire. Golf and The New Yorker 
and in New York newspapers will 


carry copy of a semi-cartoon nature. 


Sherwood Rye, a new product, has 
been introduced in newspaper copy 
in New York, and full pages in Cue 
and The New Yorker will follow. 
Lawrence Fertig & Co., New York, 
is the agency 


Morse Advances Gallaway 


Morse International, New York, 
has promoted John F. Gallaway 
from copywriter to assistant export 
copy chiet He will work under 
E. P. Anderson, vice-president ot 
the agency 


= or 


Mutual Is Everybody's Network 


Searchlight...or floodlight...take your pick. 
There’s nothing limited about Mutual's sell- 


ing searchlight. You can make it follow your 


‘ales plans and your budget just as closely as 


the Hollywood movie camera follows every 


Step of the stars. 


Or now, with Mutual’s vast floodlight cov- 


rage, if you are a big advertiser you have an 


economical network that can match you sales- 


stride for sales-stride, clear across the country. 


MUTUAL BROADCASTING SYSTEM 
WHERE YOUR NEEDS DETERMINE YOUR NETWORK 


FLOODLIGHT 


Is Triple-Rich Source of 
Energizing Vitamin’ 


bp THIAMIN 


QUAKER © 
OATS 


Thiamin gets the call in this five-column 

newspaper advertisement for Quaker 

Oats, stressing the energizing quality of 
the product. 


Crain Wins Final 
Victory in N. Y. 
Cigaret Tax Test 


City Returns 3 Cartons 
of ''Untaxed" Cigarets 
Seized Nov. 27 


New 


name of 


York, April 16 
Crain received 
Whitewashing here 
city completed it 
| test case 
Crain 


The fai: 
an official 
terday as the 
urrender 
involving 


posse 


ye 
in 
Kenneth C 
on of 
New Jersey 
rain, a mem of the New 
tafY of ADVERTISING AGE, 
pre ng to ust such a con 
inally re; 
court here yesterday 
Vithdrew it 
the three cartons olf 
Nov. 27, 1939 
Crain ha 
he intervie 
daily in 


ovel untaxed 
igaret 

Mr. C 

Yor k 


been 


imported from 


be! 


clu 


ion as Wa iched in 
trate’ 
the 
returned 
mokes 
Although 
| indication 
by a New 
| following hi 
jmight file suit against 
|false arrest, Assistant Ce 
|} Counsel Morris Heath 
pared statement in In 
tort forestall such a move 
Mr. Heath declared that he would 
it noted on the record that Mi 
ted, but merely 
ummon I want the 
that I wa 
replied Mi 
into custody by a « 
official and 
taken away fro hit 


agi 
city charges 
ind 
seized 

Mi 


mice 


York 


given 


ho 


* 
fe 


Wa wed 
mediately 
that he 
city fo 
rporation 
ade al 


apprehen 


the 


pre- 


court an el 


‘ 
iw 


He 
LiKe 


Crain was not arre 


court to know 
Mi 


irrested,’ 
Crain 
ity tax en 


i policeman 


Crain 
iken 
forcement 
his cigaret 
ind given a sumn 


All Very Official 


The chief of the city’s cigaret tax 
enforcement division, Joseph M 
Aimee, returned the seized cigaret 
to Mr, Crain In igning 
ceipt, Mr. Crain carefully noted 
that he had “received from the city 
three cartons of untaxed cigaret 

The city’s surrender, forecast by 
the action of an appellate court 
reversing a conviction of anothe: 
citizen arrested for importing cig- 
arets from Jersey, brings to an end 


a long-drawn out controversy 

Mr. Crain was arraigned Dec. 4, 
but his trial was tedly 
poned despite his strong objection 
An attorney himself, Mr. Crain wa 
assisted in the handling of his case 
by Mitchell B. Carroll, 
ally known tax expert 


repea post- 


nternatio 


Name Newspaper Judges 


Judges for the 10th annual ex! 
yee of newspaper typography t 
be held at the Ayer Galleries, Phil: 
delphia, under the sponsorship of 
N. W. Ayer & Son, Inc., early ir 
May will be Kent Cooper, genera! 
manager of the Associated Pre 
New York; Homer Sterling, profe 


sor of design and typogr: Es Car- 
Technology, 


negie Institute of 
Pittsburgh, and John F. Cune 
president, Cuneo Pre Chicago 
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RAILROADS TAKE UP QUIZ CRAZE I f : 
| ti . A ntormatio 
g ge tg e for 

THE NATIONAL NEWSPAPER OF ADVERTISING | | Biss, ae ao Advertiser 

Trade Mark Registered in U. S. Patent Office - oa. ate, 8 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 3 a. so 
fe 4 " The following documents may be 
Publication Office, 100 E. Ohio St., Chicago .....Tel. Del. 1337 a : r | secured without charge from com- 
New York Office, 330 W. 42nd St... _... Tel, BRyant 9-6432 | = | panies sponsaring them, or throug 
G. D. CRAIN, Jr., President and Publisher | i ty “~. i, \caeuiina és sheets Nationa! 
i ; ; ; | 3 4 e agency 
S. R. BERNSTEIN, Vice-President. O. L. BRUNS, Vice-President. E. KEBBY, Secretary | zis OR i executive writing on his busi: — 
Editorial Department 4 Hoe Bee > | letterhead. 
S. R. BERNSTEIN, Editor; IRWIN ROBINSON, Managing Editor; MURRAY E. CRAIN, | a ~ om a No. 1621. Kibitzer. 

A. P. MILLS, RICHARD B. ESPEY, FRANK HICKS, RALPH O. McGRAW, E. C. HALL | ue. oa |e = | Grit has issued another of 
and J. CORTADA, Associate Editors F lt ; 4 . conversation pieces in its series of 
Correspondents in All Principal Cities 2 wie i on small booklets which have been 

mare AT tas - +. | telling the small town story. T! 

Advertising Department | IN FORMATION = meee 6 one deals with Grit’s circulation, 
NEW YORK: M. D. Hicks, Eastern Advertising Manager; E. F. Thayer, Philip A ——————— - 1 | readership — particularly among 


Murphy. CHICAGO: O. L. Bruns, Western Advertising Manager; J. C. Gafford. | 

SAN FRANCISCO: Simpson-Reilly, Ltd., Russ Bldg., Walter S. Reilly, Manager. 

LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, Manager. 
ATLANTA: B. Frank Cook, Walton Bldg. 
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Association, Advertising Federation of America 
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The New York Cigaret Case 


The decision of a superior court;an important principle is estab- | 
in the state of New York that New lished, even though the tax ordi- | 
York City has no right to interfere | nance expires July 1. 
with the individual purchases of its We have emphasized this case | 
outside the state has/|editorially because it is typical of 
brought to an end the foolish and|several important trends in the 
arbitrary actions of the city ad- {administration of laws and govern- | 
ministration in arresting and fining|ments in the United States. First 
men and pur- is the insatiable appetite of all gov- 
chased cigarets in New Jersey and|ernmental units for more and more 
had brought their purchases back/taxes. The terrific and usually 
to New York City. | unnecessary burden imposed upon 

ADVERTISING AGE editorially de-|the national economy through the 
nounced this policy as one more|constant imposition of additional 
evidence of the trend toward inter-| taxes diverts income from produc- 
ference with the free flow of inter-|tive to non-productive activities, 
state commerce, even before one of | promotes waste in public admini- 
our own organization had been ar- | stration, and encourages the social 
rested and charged with a viola-| philosophy that everybody can be 
tion of the municipal ordinance in-|supported by government. 
volved. When that happened, we Second is the idea that each gov- 
welcomed the opportunity to chal-|ernmental unit can make of itself 
lenge the policy and authority of|a principality in which taxation and 
the city, as expressed in the ad-|other restrictions on commerce can 
ministration of the law, through/be established in direct and open 
appeal to the highest courts of the| violation of the Constitution of the 
state, in case this became necessary. | United States reserving all control 

Fortunately the issue has beenj|of interstate commerce to the fed- 
decided through an appeal on ajeral government. That these brakes | 

| 
| 


citizens 


women who had 


similar case, and the city has indi-|on commerce should and must be 
cated that in administering its cig- | removed is evident, and that all en- | 
aret ordinance it will be bound] gaged in marketing should do their | 
hereafter by the common sense and|share to remove them is equally | 
reasonable interpretation put upon | evident. 

it by the higher courts. In other Business men, taxpayers and ad- 
words, it was not the ordinance|vertisers should join to fight the 
which was at fault, but the arbi-| growing incubus of taxation, espe- 
trary, unreasonable and illegal ad-|cially when presented in obnoxious 
ministration of its provisions which |forms which directly interfere with 
resulted in ADVERTISING AGE appeal- | the movement of commerce between 
ing to the courts for relief. Thus!the states 


Planning a Program | 
marketers and)nary discussion of the topics and 


Advertisers and 
others engaged in activities related |speakers to be represented on the 
a rec- | program Out of a long and suc-} 
conven- | cessful experience in all phases of | 
and 
that we are these men selected subjects which 
perhaps this is so. are particularly this | 
also true that through constant in-|time, and addi- 
terchange of ideas and experience | tional information is needed. Then 
standards of practice in advertising | came the task of locating the men 
and other divisions of marketing | best fitted to discuss these subjects 
rising, and _ that 
greater efficiency in distribution is \the members of this association will 
promoted by such discussions when | no doubt approve and will feel that 
seriously planned and presented | the meeting was worth attending. 

These comments are suggested by | But they may not fully realize the 
recent observation of the work of a | care and planning which went into 
small committee of national adver-j|the preparation of the program 
tisers charged with the responsibil- Next time you attend an adver- 
ity for arranging a group meeting |tising or marketing meeting, give 
at a forthcoming convention. Al-|a thought to the time and effort, 
though the meeting might be re-j/usually voluntary, which went into 
garded as relatively unimportant,|the job of giving you new informa- 
this committee of busy qnseutives |ton and bringing your ideas up to 
spent over four hours in a prelimi- | date 


to them are responsible for 
ord-breaking number of 
tions and meetings. 


It is often said | advertising merchandising, 


over-organized, and 


However, it is important at 


regarding which 


are constantly When the program is presented, 


Reprinted by special permission from The Saturday Evening Post. 


‘Your question, sir, has just won five dollars and a pound of Slurpo butter wafers.” 


__ Ad-li 


bbing 


Epitaph to Friendship 

Some of the difficulties besetting 
today’s enterprise are heavily 
accented in the full-page 
tisement below which appeared in 
the Zanesville News. Our sleuths, 
checking up on this sad piece of 


After Years of Friendly Relations With 
The Citizens National Bank 


The River Mining Co. 


has found it necessary to sever business 
relations by withdrawing The River 


Mining Co. Checking Account 


Because the bank, through an officia 
mpany that it would be unpx 

THE NEWS because on 

Board of Derect wf the Dank 


We Consider Such An Excuse 
Unbusinesslike and Have 


Withdrawn Our Account 


The River Mining Co. 


OF REE, Presiden: 


rte eee — 


tr aaah 


copy, an epitaph to a_ beautiful 
friendship, believe they have dis- 
covered a clue, in fact, a couple of 
clues. The News, it seems, is a 
newspaper comparatively new _ to 
Zanesville. “The Litticks,” referred 


to in the copy, own the Times-Rec- | 


ord, staunch competitor of the News 
The copy self-explanatory, but 
wouldn't it be interesting to know 
what transpired back-of-the-scenes 
that led up to the ad’s appearance’ 


Advice to Walkers 


Aetna Casualty and Surety Com- 
pany has done an excellent promo- 


tion job in its new booklet, “Do You 


Make These Mistakes in Walking?” 
for distribution through 
agents to uch groups as 
councils, Legion posts, 
and Boy and Girl Scouts 

structive criticism is that 


Our con- 


adver- | 


Aetna 
safe ty 
service clubs 


Aetna’s 
cartoonist, Paul Loring, hasn't gone 
quite far enough with his series of | the annual 


laverages one pace to the yard? 
Should wife break into a dogtrot, or 
simply take a street car? What 
about young swain walking with 
'girl and attempting, while crossing 
|street in crowded traffic, to main- 


|tain proper outside position? What 
about meek man _ walking with 
strong woman who finds himself 


gradually being pushed closer and 
closer to the edge of the sidewalk? 
Shall he take to the gutter or try 
a quick end-around lady? And, 
what about husband with spouse in 
department store who sees wife fight 
way into elevator while he’s thrown 
for a loss? Was she going to the 
millinery or lingerie section? It’s 
all in a pedestrian’s life. 


Caterpillar Room 


Jerry Gordon, managing director of 
the Hotel Pere Marquette in Peoria, 
Ill. Realizing that the Caterpillar 
Tractor Company has helped a lot 
|to put Peoria on the map, Mr. Gor- 
— has reciprocated with his new 
“Caterpillar” room at the hotel. A 
junique, four-page, illustrated let- 
| te rhead bore a letter to all Cater- 
|pillar dealers, salesmen and dis- 
tributors advising them of the open- 
jing of the new attraction. 


Oldest Radio Program? 

Station WLS, Chicago, says that 
| WOR, New York, is wrong in claim- 
jing the title of “oldest radio show” 
for its Musical Clock program, now 
|in its 15th year. Station WLS says 
if has three programs which are 
older, each of them completing 16 
|years last month. They are the Na- 
|tional Barn Dance, Homemakers’ 
|Hour and the Prairie Farmer 
nerbell program. Any 
aunts” 


ther claim- 


Jottings oes 


General Motors Corporation has 


done a good job in the special re-| 


port it issues to employes on 1939 
}operations. This is in addition to 
report issued stockhold- 


cartoons in the booklet giving the|ers and goes into more detail on 


quasi-humorous side of 
that may befall careless walkers 

Mr Loring’s 
|usually alone 


umbrella at her level? 
iwife walking wit! 


incidents | things of 


pedestrians are 
What about the tall| holders a very nice little booklet 
man walking through the rain with 
short spouse who insists on carrying 

What about| the never dull story of avi 
husband who! progress 


special interest to em- 


ploves 
United Aircraft has sent its stock- 


along with the annual report, titled 
“Wherever Man Flies,” 


ition’s 


Enterprise is the middle name of | 


Din- 


and telling 


dealers—and reasons for gains in 
small town business. 


No. 1622. WEEI Helps Lay Pia) 
with Expedition. 

In this folder Radio Station WEE], 
Boston, shows how it has grown to 
the stature of a community institu- 
tion, depended upon for neighborly 
suggestion and advice. The folder 
relates a specific instance of the re- 
liance of listeners upon WEEI servy- 
ices. 


No. 1623. Information. 


Minicam, the miniature camera 
monthly, has issued this brochure 
which contains the report of a sur- 
vey of photographic dealers’ use of 
newspaper space during February, 
1940. The findings show the posi- 
tion of the consumer photographic 
magazine as a selling force and pro- 
moter of interest in photography. 


No. 1624. If a Tree Falls. 

This attractive brochure, issued 
by Radio Station WSM, Nashville, 
provides maps of the station’s cover- 
age areas, and gets across its listen- 
ership story in an interesting way. 


No. 1625. The Enjoyment of Copy. 

American Colortype Company has 
reprinted, in this booklet, a series 
of 26 of its advertisements, provid- 
ing an entertainingly told story of 
its facilities and services. 


No. 1626. Farm and Home Im- 
provement Contest. 


Farmer’s Magazine, Toronto, has 
issued this booklet which reviews 
the farm and home improvement 
project sponsored last year in co- 
operation with various local farm 
organizations, and outlines plans for 
a similar group of contests this year. 


No. 1627. In 5 Short 
Smart Moves. 

Illustrating its story in terms ol! 
a chess game, The News, Los An- 
geles, spotlights five moves in the 
program begun five years ago wit! 
the purchase of the old Post-Record 
Last move in the sequence, 0! 
course, was the combination, Apri! 
1, of the Daily News and Evening 
News as a 24-hour paper. 


Years 5 


No. 1583. Providence Market Data 


The Providence Journal-Bulletin 
has issued this data book on Rhode 
Island and the Providence market 
dealing with people, homes, income, 
manufacturing, etc. There is 4 
breakdown of newspaper coverage, 
and a reader survey with graphs 
showing reader interest, page by 
page, for specified issues of the 
Sunday Journal and evening Bul- 
letin. 
No. 1620 

Young America has issued 
brochure addressed particular!) 
American business, describing 
publication’s editorial policy, b 
on the need to check the spread of 
false doctrines and to show 
industry has contributed to Ame! 
The brochure shows how indust! 
message can be brought to 3 
and its teachers for class discus 


America’s Future. 


+ 


No. 1601. Farm Income, by State 


Cash farm income and gov 
ment payments for the year 1939 
are tabulated in this folder issue® 
by The Farmer-Stockman. The fis- 
ures indicate a bright outlook 
garding farm buying power 
Oklahoma and Texas 
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USES BULL'S-EYE | Radio for Bread Company 53 Dentifrices and imposition. this is done by | Gerden Names Levy 
; an Davis-Standard Bread Company, yen Tate ee oF idence a Pauline Gordon Brassieres, Inc., 
product submitted for test. This evi- 


— —————— 


Circular, bull's-eye layouts will feature 


Los Angeles, launched ‘Founder's 
Week” with 21 radio programs, 
totaling six hours of broadcasting, 
in one day over KNX, Los Angeles. 
Hixon-O’Donnell Advertising, Inc.., 
handled the programs 


Joins Cramer-Krasselt 
Victor F. Giebish, formerly with 
the Columbia Broadcasting System 
as representative of Radio Sales, 
Inc., has been appointed to the 
radio staff of Cramer-Krasselt 
Company, Milwaukee agency 


Williams Adds KFR 


F. Lacelle Williams, Atlanta ra- 
dio station representative, has been 
| appointed to represent Station KFR, 
Longview, Texas. 


Approved by ADA 
in Eleven Years 


Chicago, April 16.—Fifty-three 
tooth pastes and powders have been 
accepted by the Council on Dental 
Therapeutics of the American Den- 
tal Association in the past eleven 
years and permitted to use the ADA 
“seal of acceptance,” the 
reported this week, 
response to renewed 


council 
apparently in 
interest in its 
seal, due to recent aggressive adver- 
tising of approved products 

The 


council was organized 11 
years ago, in the words of Dr. Har- 
old L. Hansen, secretary, “to pro- 
tect the profession and the public 


against harmful preparations, fraud 


include scientific litera- 
ture, reports from the ADA bureau 
of chemistry, council 
and manufacturers. 
Reports on dentifrices are made 
at the request of 
members of the 
public 
not an 


dence may 


consultants 


manufacturers, 
profession and the 
An acceptance, however, 1s 
endorsement Lhe 
reports that the seal ot 
has withdrawn 


council 
acceptance 
been from several 
dentifrices because of advertising 
abuses. The Council on Dental 
Therapeutics is composed of five 


dentists, two nationally known phy- 


lsicians, two bio-chemists and a bac- 


teriologist, all of whon 
out pay 


serve with 


| New York, has appointed Raymond 

Levy Organization, New York, to 
handle its advertising. <A _ trade 
promotion campaign will be fol- 
lowed by a= series of advertise- 
ments in national magazines. 


Mateyo joins CBS 


George Mateyo, formerly with 
Station WOR, Newark, has been 
appointed assistant to Dr. Frank 
Stanton, director of research of 
the Columbia Broadcasting Sys- 
tem. 


Reading Papers Appoint 

The Eagle and Times, Reading, 
Pa., have appointed John H. Perry 
Associates to represent them in the 
national field. 


the largest campaign ever used by Jacob 
Ruppert Brewery, New York. A _ mini- 
mum of copy and absence of the pack- 
ege feature the series, to appear in 20! 
newspapers in 16 states. 


Campbell Soup 
Puts Wiley on 
New Program Sere 8 


New York, April 16.—Campbell . “ See ha oon s 
Soup Company will launch a new ~ 
program featuring Fletcher Wiley 
a series of talks in behalf of its 
soups on April 29. Wiley is at pres- 
ent heard on a daily program for 
Campbell’s tomato juice on _ the 
West Coast. The new program will 
be aired daily from 2:30 to 2:45 
on 35 stations of the Columbia 
Broadcasting System. Ward Whee- 
lock Company handles the account. 


r 


Lance Starts Program 


Lance Packing Company has 
begun a musical program for its 
peanut products and _ confections. 


Starring Dean Hudson and his or- 
chestra, the show is broadcast on 
Wednesday from 11 to 11:30 p.m. 
over a special network of 15 sta- 
tions of the National Broadcasting 
Company. Nachman-Rhodes is the 


gency 
Quiz for Silver 
International Silver Company 
ill replace the “Silver Theater” 
ith a literary quiz series for its 
radio fare. Beginning May 
12, “Fun in Print” will be heard on 
Sunday from 6 to 6:30 p.m. on 27 
CBS stations Young & Rubicam 
the agency. 


ummer 


DeMuth Airs Sports 


DeMuth & Co. has 
aunched a new program featuring 


William 


Red Barber and Al Helfer, sports 
mmentators, it behalf of its 
a The program is heard on 

Friday from 9:15 to 9:30 p.m. on 


stations of the Mutual Broad- 
isting System. Comments on majo! 
eague baseball will play a large 
art on the quarter-hour. Grey | 
\dvertising Agency has the account. 


SANDS OF 


We quote below WSM’s “Grand Ole Opry” 
as seen by the critical eyes of Time Magazine, 
The New Nashville 
Times. 


lor 15 consecutive vears this show . .. the one 


the only the original “Grand Ole 
Opry” has been turning millions of Southern 
people into millions of loyal WSM listeners. 


Dials stay tuned on WSM because the “Grand 


York Times and the 


“A program many plain folk in the South Ole Opry” has taught Southern people the 


vastly prefer to Charlie McCarthy or Jack WSM habit. May we suggest the wisdom of ate 
Benny”... “Simple folk music that has cap- cashing in on this habit? Cal 
tivated the nation.”..."“A 
popularity not hoped for me =A letter or post card will 
in the wildest dreams of its bring complete informa- 
sponsors.” , me tion and case histories. 

NASHVILLE, TENNESSEE — 


1425S. WABASH AVE - CHICAGO | 
EE NO ADVERTISING CAMPAIGN IS COMPLETE WITHOUT WSM 


NATIONAL REPRESENTATIVES, EDWARD PETRY & CO., INC. 
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Kelly Heads Georgians 

Lee Kelly Times-Enterprise, 
Thomasville, Ga., has been elected 
president of the Advertising Man- 
Association of Georgia Daily 


o ’ 
igers 


Newspapers. Other officers are J. P. 
I.uther, Times-Recorder, Americus, — 
Ga., vice-president, and Jim Robert- ‘ 


. ’ . i 
Chronicle, Augusta, Ga., secre- 


tury-treasurel! 


son, 


York, April 16 


ubstantially 


accordi 
‘Filn 


Beller Forms Company 


ig to 


Facts.” 


t American movie 
ibout 85,000,000 weekly during 1939 
the 
the 


Movies Draw 
85,000,000 
Weekly in 1939 


theate 


aine a 


annual 


Attendance 


rs totaled 


in 


1938, 


booklet, 
issued by the Motion 


Sidney B. Beller, formerly with picture Producers’ and Distributor 
the promotion department of Lib- 4 ccoejation 
erty, has formed Beller Presenta- | , : 
: Gross box office receipts in this 
tions, to specialize in the design ' ; = thet t 
y ; ‘e esti- 
nd production of sales presenta- |COUNUY Guring that year are esti 
tions. Offices are at 228 East 45th M™ated at approximately one billion 
treet, New York. dollars, and the average admission 


paid at 23 cents. A total of 584 
features were released for U. S. 
showings during the year, 65 of 


which were foreign-made. 

Weekly theater attendance for the 
rest of the world is estimated by the 
publication at 150,000,000. 


Rochester Olfice Moves 


Forbes Lithograph Company has 
changed the address of its Roches- 
ter, N. Y., sales office to 239 Seneca 
Parkway 


Appoints Steven Rawlins 

Steven C. Rawlins has been 
pointed Western representative 
Congratulations 


ap- 
of 


Ciross-Secti 


—Columbia, Missouri, 125 miles from St. Louis! 


A mighty expanse of territory is 
the KMOX Zone of Dealer In- 
fluence. Inevery direction it branches 
outward from St. Louis. To the west, 
for instance, it embraces the lively, 
college town of Columbia, where 
townspeople, merchants, students, 
faculty...a// are acutely aware of 
radio’s force, of KMOX dominance. 


So, as these Columbia folks attest, 
KMOX is the popular station, even 
this distance (125 miles) from its 
transmitter. With KMOX’ rate 
based on St. Louis metropolitan cov- 
erage alone, advertisers are finding 
that this—the most popular” and the 
most powerful” St. Louis station — 


is also the most economical! 


*As shown by every competent survey for the 
past seven years. 


** Vissourt’s only 50,000 watt transmitter. 


“The folks here in Columbia tell 
us they hear and enjoy the Texaco 


program over KMOX."’ 


“People here listen a lot to KMOX. 
It's the one station they all insist 
on having on their push-button 


sets."" 


“Major Bowes has a fine KMOX 
audience here in Columbia. Many 
people mention the Major's state- 
ments about Dodge automobiles."’ 


John T. McMullan, Pres. 
(Dodge-Piymouth Deaier) 


Homer L. Hunt 
Hunt Bros. Broadway Service 


Harold Vanderpool 
Philip's Radio Service 


“We hear many fine compliments 

about the Ford Sunday Evening 
Hour on KMOX.”’ 

James M. ‘“Tom"’ Aliton 

Allton Automobile Co. 


“Halo Shampoo 

among KMOX-advertised products 

which are selling particularly well 
here at Peck's."’ 

Peck Drug Company 

Columbia Missouri 


and Peruna are 


ig He 


ey 


“Dreft's advertising on KMOX has 


‘gone over’ from the start con- 
tinues to sell better than any other 
soap product in our experience."’ 


E. L. Jackson 
(Grocers) 


K M OX THE “VOICE OF ST. LOUIS” ¢ 50,000 WATTS 


Owned and operated by Columbia Broadcasting System. Represented by Radio Sales: 


New York + Chicago* Detroit + Charlotte, N.C. + Los Angeles « San Francisco 


NEW DRINK OFFERS $10,000 REWARD 


NEW GUTH COLA DRINK 


Attention 
DEALERS 


MF] Cole Orak @ delicious 

Salt end stimulating made 
from pure Fruit Gavors. cane suger 
and other pure ingredients. 


MF] Cole Drink contains the 
Sul seme quantity end qual.- 
ty cf stmulatog naturel caffeine as 
@ large tresk cup of strong cotlee of 


tea 

y Cole Drink is « sataly- 
. dh ing bracer, scothing to 
the serves and keeps you wide 
awake. 


te Cola Drink is absolutely 

Hille pure and contsins no 
preservehves. Ten Thousand DoLars 
will be peid for proof thet « tner 
Cole Drink ces be made. 


< Cols Drtmh te origina! 
Gul and not en imitation of 


3 


acy other Cole Drink te Americe ss | 


ERNEST C. 


2230 HAMPDEN AVENUE e 


Attention 
JOBBERS 
eo 


bere and Dutributors Our cow 
$100,000 Beverage Piast will sup 
ply you. 


, Cole Drink gives the 
Gull conpumer greater value 
im qualty and gives the dealer « 


larger protit. 


; Cole Drink is sold oni, 
Gull im bottles crowned and 
labeled with the GUTH name 

avoid subsui.toa. 
Cole Drink is bottled 


Sulllk only ip bre cent boties 
containing twelve ounces Within 
Binety days 8 siz ounce bottle wil be 
tatroduced and soid at three cents 
Cole Drink will be sup 

Ths plied to every cesler 


who sels beverages in bottles Dew 
era, jobbers and Salermen are us 
wited to write, telephone or call tor 
particulars. 


GUTH, INC. 


TELEPHONE BELMONT 6860 


Newspaper advertisement introducing Guth Cola, new product of Ernest C. Guth 


Inc., to residents of Baltimore. 


The label carries the notation: '$10,000 will be 
paid for proof that a finer Cola drink can be made." 


Within a short time, the 


company expects to put a six-ounce bottle selling for three cents on the market 
as a companion to the 12-ounce, five-cent bottle shown here. 


Advertisers Study 
News Without Ads, 
Ads Without News 


New York, April 16.—Two unique 
publishing philosophies were given 
the once-over here the other day by 
about 200 department store and 
allied promotion experts when the 
Fashion Group sponsored what was 
ballyhooed as a “debate” but which 
turned out to be a friendly discus- 
sion by a pair of charming conver- 
sationalists. On one side of the 
microphone was Ralph McA. Inger- 
soll, who proclaimed the reality of 
the “newspaper without advertis- 
ing,” while on the other side was 
James A. Coveney, national repre- 
sentative for local shopping papers, 
who offered a brief in behalf of th 
“newspaper without news.” 

Mr. Coveney hailed Mr. Inger- 
soll’s forthcoming PM as the third 
major publishing experiment of the 
past 20 Two of these 
were inaugurated in 1921, he 
pointed out, when the Reader’s Di- 


years. tests 


gest was launched “on the theory 
that editorial content will pay its 
own way without the subsidy of 
advertising,” and the Cleveland 


Shopping News was issued “on the 
theory that advertising has its own 


self-interest and need not hitch- 
hike on news, fiction or entertain- 
ment to get itself distributed and 
read.” 


The two experiments have proved 
both theories, Mr. Coveney 
served, with Reader's Digest enjoy- 
ing the largest circulation revenue 
of any magazine and the shopping 
papers having grown from one pub- 
lication reaching 167,000 families to 
100 reaching in excess of 
000,000 urban families a week 


ob- 


ovel 


Expects 1,000,000 Circulation 


While asserting 
no prejudice against 
Mr. Ingersoll insisted 
will pay a higher price 
paper advertising 
keep them informed of 
ments on all fronts 
interestingly He less paid 
tribute to the intense feminine in- 
terest in retail copy by describing 
PM’s “Advertising Digest” will 
summarize editorially the paid ad- 
vertising carried in other New York 
newspapers 

PM will 


that he harbors 
idvertising, 
that peop’ 
tor a news- 

that 1] 
ill de\ elop- 


succinctly and 


sans 


neverthe 


now 


consist of 32 pages daily, 


| field - Johnstone, 


eight of which will carry a secor 
Three editions a day 
planned. The paper will make 
debut June 6 Mr. Ingersoll] 
1,000,000 the circulation 
tive. 


color. 


as ob 


McEdwards to Sales 


W. J. 
in the promotion department of N 


tional Broadcasting Company’s cen- 


tral division in Chicago, has joins 
the local sales staff. Georges 
Bolas takes over Mr. 


lold duties. 


Richardson to Agency 


H. K. Richardson has joined 
radio department of Needham, Li 
& Brorby, Chicago. He has be 
with H. W. Kastor & Sons Adv 
tising Company and Presba, F 
lers & Presba, Chicago 


O’Brien to World's Fair 


Don O’Brien, formerly with Re: 
New York, | 
joined the publicity staff of the Ne» 
York World's Fair. 


McEdwards, who has bee! 


McEdwa: i. 
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KIDDIES’ 
TootH BRUSHES 


Here's the 


COMBINATION! 


WEINMAN 


TRANSPARENT 
CONTAINER-DISPLAY 


Wir 

ers We n I 
\ ‘ " te wit 
container counter display 

N \ r 


FIRST 


Ph Ae , " retailers 
Tras t Wa = 
WEINMAN TRANSPARENT 


with 


PROVEN SALES STIMULATOR 


@ Drua Products @ Bakery © 
@ Cosmetic Specialties @ Candy & N 
@ Food Products @ Sporting | 
WRITE TODAY FREE ILLUSTR 

: . o " : 


\TALAN 
' | ‘ 


K " . 


WEINMAN BROS. 


TRANSPARENT BOX HEADQUARTER® 
325 N. Wells St Depot Chicago 


EXPERIENCED SALESMEN WRITE 


225 
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. contributions to war chests and $20,000. The average net is between United States.” He said that the Ps en 
Fewer Licensees been rewarded with almost any $800 and $1,000 policy of giving licenses to every Ad Club Elects Blatt ms - 


Demanded by 
Liquor Dealers 


Dry Force Activity Gain- 


| Street can get 10 per cent off 


statute they wanted placed on the 
books. 
Licensees can buy from state 
stores at a 16 2/3 per cent discount, 
he continued, while the man on the 
This 
gives the licensee a gross margin of 
6 2/3 per cent on which to operate 
and pay the innumerable taxes 
levied by the Pennsylvania and fed- 


Confession of Irishman 


The New Yorker who followed 
confessed without blushing that he 
has sold alcoholic beverages for 34 
years without a break and chal- 
lenged his audience to cast the first 
stone. With Irish belligerence, he 
urged his audience to map a 
gram and stick to it regardless of 


pro- 


Tom, Dick and Harry, regardless of 


qualifications or character, has de- 
moralized the entire industry 
Several speakers emphasized the 
need of a standard container fo 
bee One commented that 
the only product sold in this coun- 
try neither by weight nor 


beer is 


measure 


John Blatt has been elected presi- 
dent of the Oklahoma City Adver- 
tising Club. Other officers elected 
are first vice-president, Howard 
Austin; second vice-presi tent, R. L 
McCormick; secretary - treasurer, 
Wilbur Payn 


Inaugurate WTRY 


The inaugural program of WTRY, 


. ‘ Pe ; ; : . Troy, N. Y., was delayed from April 
ing Intensity, Meeting Is|cial lawmakers He went into hell and high wate New ANPA Bulletin 11 to April 15 because of the sooth 
Told de tail about some of the intricate A Montana dealer had no more How Pine Bros., Philadelphia, | of Harry C. Wilder, Jr., son of Col. 

legislation in effect in Pennsylvania joyous tale to relate. The politi- has successfully used newspapers Harry C. Wilder, president of Troy 
and of the high cost of evading it. | cians in that state are in the liquor im the merchandising of its gly- Broadcasting Company. 
Chicago, April 16.—Demand for|He termed most of the regulations | business up to their ears, he com- ¢ eae tablets — is D abee In a —_—___ 

eduction of the number of retail | “ridic oa $4 > ‘es vente 2 aha — “Advertising ; 

utlets for alcoholic beverages gig — 9 tne ei ‘ony ult = in : . a. Facts,” bulletin of the promotion Sno-Master Names Wilner 

u hesee | has ake it impossible fo1 John Daley, president of the New wad research department oe S Richie aa 

featured the initial session of the/|the legitimate dealer to make a liv- | York State Liquor Dealers’ Associa- ~~ rl -) sabcaptiniaar = a B= sien vd Bar, Ae cea 

second annual convention of the|/ing. The average gross volume in tion, characterized the Chicago situ- American Newspapet "Publishers Wilner Ceamoan Daltinors to 
truggling National Council of State Philadelphia is between $18,000 and ation i ; 


as e “biggest mess in the soci: a ar “ees ‘ 
Liquor Dealers’ Associations at the | alias = Se eee handle its advertising. 
Sherman hotel today. Speakers on) 
the somewhat impromptu program | 
were unanimous in asserting that 

s the key to a self-respecting 
industry. They spoke in disparag- 
ng terms of the men who make the 
country’s laws, of those who admin- 
ister them, and, finally, of the manu- 
facturers of liquor and beer, whose 
just for outlets has made it impossi- 
ble tor the legitimate dealer to eke 
out an existence, it was charged 


“Drys” Still Active 


rhe only formal address on the 
program Was delivered by Arthur | 
S. Smith, chairman, Illinois Liquor 
Control Commission, who, appar- 
ently having an inkling of what was 
to follow, departed from the con- 
ention hall as soon as he had 
completed his lengthy exhortation 

the dealers to operate on a high 


“THAT'S NOT THE ONLY 
REASON YOU SHOULD 
CHECK WEAF AND WJZ 
FIRST IN NEW YORK—IT'S 
GUARANTEED TIME, TOO!” 


“| WISH I'D KNOWN | 
COULD GET SUCH CHOICE 
LOCAL TIME ON WEAF 

AND WJZ” 


plane or witness the return of 
prohibition. Mr. Smith said that 
professional “drys” are bending 
every effort toward this end and 


e inundating the country in a 
vave of propaganda which threatens 
the existence of the liquor industry 

ess than 150 radio programs aré 
vadcast monthly to this end, he 
Mr. Smith concluded with the 

ng that the retailers must 
preserve the favorable opinion of 
the public, which is the supreme 
court that will rule in the long 
as to whether the industry shall 

e or die. 

After Mr. Smith had taken his 
departure, the retailers rose in thei: 

and flayed everyone who has 
hand in putting them in thei: 


present predicament. The most 
ng indictment came from a 
P delphia dealer; the most pic- 


esque from a rebellious Irishman 
New York. 


Sold Out by Brewers 


é Philadelphian 
ented that at least 


spokesman 
repeal is 


e found in Illinois, while in 
I yivania modified prohibition 
exist The dealers of that state 


een betrayed by leaders who 


ily their own interests at 
eart, and by political cliques 
eng ed only in lining their own 


ets, he said. In this last effort, 
been abetted by the 
. Who have made handsome 


nave 


Ask an NBC spot salesman for a list 


Ms iT A RULE to check WEAF 
Announcement and WJZ first when you're plan- 


ning radio advertising in the New York 


of open time. Check it against the of- 


ia ferings of other major stations. The 
tFFE vE WEDNESDAY, MAY | 


1940 


market. Check them for choice time avail- better opportunities on WEAF and 


THE 


READING EAGLE 


and 


abilities, for guaranteed time, for result WJZ will be apparent. And the reason 


getting, client-tested participation — is that several hours each day are set 


shows. Youwillfind that fromearlymorn- — aside on both stations for the exclusive 


READING Tl ES | ing till late at night both stations have — use of spot and local advertisers — good 
M potent periods to offer advertisers who — time, guaranteed time, selling time. ‘ 


READING, PA. 


WEAF and WJZ—key stations of the 


National Broadcasting Company 


demand the coverage, audience and sales 
will be represented exclusively in the New York market that selected 
in the 


National Advertising Field by 


JOHN H. PERRY ASSOCIATES 


time on major stations alone can give. 


= 
NEW YORK CLEVELAND ma 

225 
West 39th Street New York, N. Y. B new YOR cL ‘. 


SPOT Sales Offices 


Branch Offices 
a - Chicago Detroit Atlanta 


Represented Nationally hy | ¢ 


(AX 


SAN FRANCISCO 
BOSTON 


HOLLYWOOD 
PITTSBURGH 


i Cs Re Rae iy i ORO iy Poe pps a a ; fe te : : a. twitter” he ae 
eh se 
i a 
Po ‘ : 
a 2 : 
Be BR. 
ee ni 
A 
La Ae 
met” 
of j 
ig 
a = pe 
_ 4 . 
4 Ce 
. 2 7 
; ee 
p » 9 me oi . 
a 
' " q % Je ~ 
: Be a 
| hens 
elias: 
y . ae 
. mY ae ~ 
Yy a : ieee ? 
be a, ee a 
: ‘ d ee ate 
x. > 4 is 
, a i ! : Pid r 
mn SF ’ a a 
? m . y iy a 
v oe y Pe it 4 6 a , ¥ 
a. ee a fa re # 7 * 
> # ,. = ie 91 ‘. “4 
_ 3 Pt he an % 4 3 
« a4 - a a eS i ' 
i » Ps ; , Ni a5 neigh 
- " \ ee “ oan - , % — : es phi 
vi a mh ee | : 4 le 2 Bi oe 
a . b ws oe “9 — . 2 oy Ap ae 
4 ae be v . ~~ i a ee ' 3 ye 
yy Sex a. y - . uf a 8 sf eG . eee 
BY se P ” ‘ F PL 7 bee: é, a. at ree 
ae cee ; a See. fe : ae 
Pete , : ‘il ‘ ee 
: ek is at oe 7 ame a Lee 
a * , 7 — © % _ 
: atl y ‘ oe C 4) BPRS >. i 
Sa - \ J, “eg ; -_ ‘ee . . 
; aa ) + ae mn, 
Fue 2s Ne * ‘ : ie = a 
ot Oe : * ae, tr e om Be aes 
, . ws tees % ™ : ae a 1 ae . ae 
‘ fe NS Aa. i i 
. rm i \ 7 ae ee ae! ’ bes iy a 
Pas? ae tid ey ee mer ue 
. 2 a ‘sae 
- . _ a : . “i * eae $) te 
4 r : aS ’ - at a4 
. ik? cl . Y WS e " ‘a 
a 7 ia * o eS ; fl — oe _ ; . ze 
t ; — seein Y . eae. ee a8 a Deas 
? ~~ - * : “a cai "se in ” b- ie i 1 ie 
4 p. ‘a : a. 4 ‘ Mi «gah 6 ee a i re 
ms ¥ y ; . eee " >). Re a ry oa 4 " a 
; i rT a. . “<— = ; 4 aK . 4 eal ae ‘ bat - 
ty! a he ah oe vs, igre : Fe iti 7 | 
t 1 ed ee ae a ie ee a ' a: 
f) Dae sll oe ‘ll + Pee L oe 
4 ae pee . TZ ae ol cee i ; a i) gage 
. ix iL 7 * a. oe ‘ - 4 > “>. 7 
t a A ae rte , Se en 
TI ic) RR -figtae sre, gis re - | 
* ae ig oa Pes ng: i ila ie. 
ee Pies) - :4 co ats i ake Ts ae A . ey 
- Se ae Aes by 5 Ait to ie a Po ae 
ee es ae ey ae ee Pe tei ia”). ty. 
met * re a Cl oe i it ee r Se 
“aa ’ ae Save * tes 7 by Belle - f. 
--,, ¥ fa" , AY ae fn ee et oe af % 
— fae agin , ia ig ee 
r" Ps. _ a Uae Af ‘ a 
‘ ee: Meee ee ‘ . ; ..... ~. 
D, “ ce mere Seats a ae eo 
L i ates io ~ cr + ; j 4 4 
"ee 4 ay = 4 
as 
‘ es 
rea 5 
De EEE he 
at 
a ae a a 
ee ——— . 
oN TTA | a P 
7 ow % gaye : , 
ae gots“ 
a= , 2 
cc = 
7 F 
ey ¢ ap.cey Miah 3 <<: ae re oe 7 ye A sek x ee BA aes, mia ba 4 mia ~ ¥ " 33 ae oo oak). yor = ¢ * ope : sels a ae ' 
Ree Be ee Sa Te: ee a ye ee Pee sys ee ee ss Oa ey: eee Me oe : Sen ae 
yy ; ' Saat a ee” Site Me — ie ee Se TL le ig Pee i oe ' eR Sagar <A Pog ot et oie AI Mla Bee ee Re din eae ae Mm 7 > MT adler ‘ 


si 
ih EN 4% 
= 


pens, 


PFs 


i . . *. iP A - Rs ss < 
> April 22, 1949 April 
ADVERTISING AGE 
16 nl , a - — 
at a ta 5 7 : en Po aeG ly: . a are > " 4 4 2 
|doubts the practicality of such an | its largest advertiser, and that even lished by Harcourt, yay & Co., Aviation Credit to Cal 
Trebled Rates and | innovation. He claims that such aj “strikes” by groups of advertisers | New York. The tontdla J. La ch C 
|paper would have to cost three|seeking rate reductions or other os Aviation wae Corporation 
times much, thus working a|concessions have been fought suc- New Rates for Lambert Field, St. Louis, sh rtly 
| hardship on the millions who could | cessfully, he sees “a threat for the | . “o will launch a campaign advert ing r 
Smaller Ad Volume not the additional expense. | future” in the rapid growth of large Country Guide ee its installment plan. for the purchase 
| Mr. MacNeil recognizes that “ad-| advertising agencies. Country ; Guide and ! _ est | of airplanes by private individuals ‘ 
- uae aes ‘+t inasmuch | |Farmer, Winnipeg, Manitoba, has | and commercial concerns. Finance | 
vertising is news of a sol ” a Agencies Too Powerful ‘announced an increase in advertis- contracts have been arranged with ry 
oreseen y I Or as it conveys valuable information | ; cough their |ing rates and in net paid circula-|several airplane makers who wi)! 
to readers.” His conclusion 1s that | Major agencies, through ell | tion. be mentioned in the finance com- Los 
“abolition of advertisements in| control of numerous large pont t The new rate card lists a basic |pany’s copy. all 
Much Newspaper PP eam would be a great hard-|are in a position to exert great|/agate line rate of $1.30, effective} Business papers and direct mai — 
* © . rice business as at| pressure on newspapers, according with the January, 1941, issue. iwill be used. Ridgway Com; any never 
vertising Profitless to frente Rernceysc pir to the buying|}to Mr. MacNeil. “So far the ad- ——— Inc., St. Louis agency, is handling — 
Publisher, Is Claim | public.” vertising agencies have been well Resort Names Wales the advertising. cel 
ames. oo ae iscussi s*have > ‘eat is there ; ope 
a a * > oe Earlier in his work, in discussing} behaved, but the threa here, Ohio’s Lake Erie Vacationland, ated 
new Torn, ncn ented Lap freedom of the press, the editor also|land one would be unduly optimis- Sandusky, O., has appointed Wales | Holland Names Best : oat 
tion that newspaper publishers u ti- | discloses some interesting view-| tic not to expect an attempt to USC | Advertising Company, New York,| Frank Best & Co., Inc., New York. ditior 
maid ge — ba ong te chee | points on advertising. After point-' so powerful a weapon in the coming to handle its account. Travel, hunt- | has been yey — a inet 
wey Weer ws ee rio ee ing out that a metropolitan paper | years.” . ling and fishing magazines will be | advertising of Holle se Tav- as 
ee = Bata ngs aan is tronger financially than: “Without Fear or Favor” is pub-' used. erne. t 
made by Ne acNeil, assistz — 


managing editor, The New York 
Times, in a new book on newspaper 
publishing called “Without Fear or 
Favor.” 

Although the book is primarily 
a presentation of the editorial op- 
erations of the modern newspaper, 
it is also notable for its reflection 
of the thoughts of a leading editor 
on the subject of advertising. 

In the final chapter, in which M) 
MacNeil discusses the newspaper 
of the future, he declares: “The 
average American newspaper is too 
big and too unwieldy. Its infor- 
mation is scattered over too many 
pages. Too often news is merely 
wrapping for advertising. Too | 
many newspapers look like Sears, 
Roebuck catalogs and are about as 
interesting. Publishers are in a mad 
scramble to print a great bulk of 
advertising, and in turn advertise 
this great bulk in the trade journals | 
as if it were something important. 
Profit from the advertising is what | 
is important to the publisher, and | 
this paradoxically is often over-| 
looked.” 


Much Advertising Profitless 
With that as a starting point, Mr. | 


MacNeil adds that when newsprint | 
was cheap, labor costs low, and | 
news demands less insistent, adver- | 
tising was highly profitable and a\| 
great volume of it indicated a oe] 
responding prosperity and accept- | 
ance by advertisers. Today, pub- | 
lishers gain little or no profit from | 
much of the advertising in their | 
papers, particularly in the case of |} 
department store promotion sold on | 
contract and at minimum rates. 

“Publishers have not dared raise 
advertising rates in proportion to 
increased costs, nor in many in- 
stances even in proportion to in- 
creased circulation. They want to 
maintain their advertising volume, 
and the advertisers cannot pay the 
higher prices they should and main- 
tain it. Sooner or later publishers 
will have to face the issue, and 
when they do, they will double o: 
triple advertising rates.” 

The result of such an upheaval, 
according to the author, will be a 
drastic reduction in advertising 
volume. The size of newspapers 
will be reduced, and_ individual 
pieces of copy will be smaller and 
less profusely illustrated. Adver- 
tising will be less commanding, 
created by a new technique, less 
clamorous and more dignified. Mr. 
MacNeil predicts that the volume of 
advertising may drop one-third or 
one-fourth, but that it will be 
highly profitable 


Eliminate Advertising? 


Although he does not mention the 
journalistic experiment to be tricd 
by Ralph McA. Ingersoll in the ad- 
less PM when publication of the 
new New York daily is begun in 
June, Mr. MacNeil does discuss in 
general the newspaper without ad- 
vertising 

He declares that eliminating ad 
vertising would give publishers ; 
new sense of independence bu 
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orange appropriation will be spent |dey Evening Post. Black and white 


dealers. Twenty-five new field rep- 
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Californ ia Fruit | Approximately $274,000 of the lw ell as on back covers of The Satur-|to expansion of trade work with 


Growers Schedule 
$1,300,006 Drive 


Los Angeles, April 17.—The Cali- 


fornia Fruit Growers Exchange, 
never a Shrinking violet when it 


comes to promotion of its products, 
will make history this year with 
more than a million dollars allo- 
cated to advertising Valencia 
oranges alone. Some $300,000 ad- 


ditional will be spent in promoting In the national magazine field, | will be used. | Russell Z. Eller is advertising | 
lemon sales during the last half of|color advertising for oranges will One-fifth of the million dollar|manager of the exchange. Lord & 
the citrus year. appear in women’s publications, asi budget for oranges will be devoted! Thomas is the agency. 


im newspapers. Half pages in color 
will appear this summer in Sunday 
newspaper supplements, while 
series of 20 or more black and white 
advertisements will appear in 135 
daily newspapers and a _ similar 
series in a list of 2,700 weekly news- 
papers covering the entire United 
States with the exception of Florida 
and California. A test campaign for 
consumer advertising of two new 
lemon uses will begin late in April, 
running for three months in 12 
Eastern newspapers. 


Continues Color Copy 


a|oranges in feeding children, an ap- 


advertisements in Parents’ Maga- | 
zine will stress the importance of 


{peal also to be featured in outdoor 


advertising throughout the country. | 
Orange copy also will appear in| 
farm publications to reach rural | 


areas. 
| 


Both oranges and lemons will be | 
promoted over the Columbia Broad- 
casting System with Hedda Hopper’s 
Hollywood program on the air three | 
times a week. Wholesale business 


j men 


resentatives will be added to the 
present dealer staff of 30. The extra 
will be assigned primarily to 
coverage of small cities and towns, 


while 26 men will continue promo- | 


tion of oranges and lemons in larger 
communities. The four remaining 
representatives will go ahead with 
grapefruit merchandising in Pacific 
coast markets. 


Posters Included 


Outdoor bulletins, 24-sheet post- | 


papers and publications reaching all|ers and express truck posters will 


types of retail outlets, both for 


fresh fruits and fresh fruit drinks,|States and Canada. 


be used throughout the 


United | 
} 


IN THE OPUT... 


A 


Naw, it ain’t the dough that’s worrying Joe. He’s 
got a pretty good sock in the bank. What’s got 
Joe stewing is whether to finish the kid’s new 
room with wallboard or plaster. And if wall- 
board, what kind? And if plaster, will he have it 


hand-slapped and painted or 
papered ? 


Today, Agriculture’s families are catching up on 
their needs . . . spending 40¢ out of every retail 


dollar . 


. . making manufacturers who are smart 


finished smooth and 


cents richer than Croesus. 
You should be on the gravy train . . . and in 


enough to grab the cream of the rural market five 


Country Gentleman. Any way you look at it, the 
magazine that has never failed to get action for 
an idea backed by its pages . . . that is virtually 


unduplicated in its field... that lives not only at 


niest appropriation. 


the hearths but in the hearts of the 2,000,000 first 


families of Agriculture ... can put fat on the skin- 


AGRICULTURE'S TOP TWO MILLION 


Meet Francis Whitehair 


would be « 


| (oF 

} ‘ 

} e 

| \ 

} 

} 

YW) jes through high shoal and college Me knows 

| \ \ the problems of the former becouse he @ « 

| ae citrus grower and farmer Me kunows the 
ge ths byrne pa problems of the busnes man bronue be w+ 


omse well 
. New bucnem man Me knows the probleme of the 
tax -peyer because he ws tan payer A youns 


wee fo him man. amtrong, she man. yet « simple 


Francis P. Whitehair, candidate for gov- 

ernor of Florida, placed his advertising 

campaign in the hands of Associated 

Advertising Agency, Jacksonville, which 

turned out straight merchandising copy, 

of which this is an example, to sell him 
to the state. 


Lincoln Shrines 
Chief Illinois 
Tourist Lure 


Chicago, April 17 Abraham 
Lincoln’s immortal trek from his 
Kentucky log cabin birthplace 


through Indiana to Illinois will be 
the chief inspiration of an immedi- 
ate advertising campaign by the 
Illinois Development Council to lure 
tourists to the Illinois scene. Head- 
ing the council is Robert E. Straus, 
vice-president of the American Na- 


tional Bank and Trust Company, 
Chicago 
Chief of the Lincoln shrines in 


|the state to be brought to the at- 
tention of the touring public will be 
ithe New Salem State Park. Here 
ithe village where Lincoln spent his 
young manhood has been entirely 
reconstructed and it is expected to 
ibe one of the leading attractions in 
ithe state. 

| Newspaper and advertising space 
will be used, as well as motion 
| pictures, billboards and other pro- 
motional aids. EF. H. Brown Adver- 
| tising Agency, has the 
account 


Chicago, 


Approves $1,000 


‘Campaign 
| The Vilas, Wis., county board has 
approved a $1,000 advertising pro- 
‘gram to include copy in the Chi- 
cago Tribune, Chicago Daily News, 
|\Chicago Herald-American, Cincin- 
nati Times-Star, Milwaukee Jour- 
nal, Milwaukee Sentinel, St. Louis 
Post-Dispatch, Wisconsin Rotary 
News and Wisconsin Travel Guide. 
| Outdoor advertising will also be 


used 


Offers 12-Day Cruise 

Two registrants at the 36th an- 
nual convention of the Advertis- 
ing Federation of America at the 
Sherman Hotel, Chicago, June 23- 
27, will receive tickets good for a 
leruise to Bermuda, the Caribbean 
and South America. One of the 
requirements is that each exhibit 
be visited before the registrant is 
eligible for consideration 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 


offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and re 
tailers who sell seed and other horticultural 
and agricultural items to 41,000,000 farmer 
and suburbanite customers. 

We will gladly give you an analysis of this 
held as it applies to your business. 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. Chicago, til. 
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Voice of the Advertiser 


Consumer Institute 


Head Praises Coverage 

To the Editor: This note to 
thank you for the way you handled 
the story of the Second National 
Conference on Consumer Education 
in the April 8 issue of ADVERTISING 
AGE. 

You are to be congratulated on 
the factual, unbiased way you re- 
ported the controversial issue: 
raised at the conference. It was 
exceedingly well done, and I know 
that meetings of this sort are par- 
ticularly difficult to deal with. Read- 
ing it over, I am amazed at the 
completeness of your report. You 
must have been in at least a dozen 
places at once to write such a thor- 
ough and accurate account of the 
‘“‘welter” of sessions. 

It might interest you to know that 
we have ordered extra copies of this 
issue of ADVERTISING AGE to dis- 
tribute to various interested people 
factual, accurate and nearly 
complete history of the conference. 
So, congratulations on a fine piece 
of work and many thanks. 

JOHN M. CASSELS, 

Director, Institute for Consumer 

Education, Stephens College, 

Columbia, Mo 


IS a 


as a 


'e ¢ 
Finds Copy Approaches 
Much Too Hackneyed 

To the Editor: My profession in 
advertising activity has stimulated 
interest in reading the copy appeal! 
of others engaged in this field. 

It is with a feeling of construc- 
tive criticism that the enclosed tear 
sheets are submitted proving a 
point that every fourth advertise- 
ment opens with the phrase “Here 
Is,” “Here’s,’ or similar wording 
which shows none too remarkable 
ability on the part of either adver- 
tisers or advertising agencies. 

Ten years ago the trend was to 
start copy with the word “new,” 
and that cycle having passed we now 
enter an era of newspaper, trade 
journal, radio and national maga- 
zine advertising that positively 
arrests the attention of the reader 
with the phrase, “Here is.” 

Even the large national publica- 
tions such as Life, Ladies’ Home 
Journal, the Post, Good Housekeep- 
ing and others carry every fourth 
advertisement tarting out with 
“Here is”; a slip-shod copy, “to hell 
with the reader” appeal 


Check for yourself and note the 
amazing similarity of most adver- 
tising copy in the opening line. I 
would suggest that your readers 
may be interested in having this 
compelling phrase called to their 
attention. 

The enclosed tear sheets (about 


50 of them) represent some trade 
journal advertising clipped at ran- 
dom in a few minutes, but any na- 
tional publication or newspaper 
would reveal additional evidence 
if you care to check it 
I still fail to understand why such 
copy is worth a small fortune and 
why copywriters are paid in the 
$10,000 per year brackets for the 
enclosed samples 
Curtis L 
Advertising 
Katzinge 


PETERSON, 
Manager, Edward 
Company. Chicago 


. 3 


Boss’ Grandson Put 
to Work by Advertiser 


To the Editor: As a _ consistent 
reader of ADVERTISING AGE, we not 
occasionally you pick up little new 
items of unusual stunts or a piecs 
of printed material that is doing the 
ob for various companies 
idvertising manner 


Attached is a calendar our com 


pany issued this year to dealers 
that has gotten over in a big way 
and our calendar distribution ha 


better than doubled 

The human interest involved in 
the series of four photographs of 
this burly youngster plus the fact 
that the youngster is a son of the | 
vice-president of our company, Mr 
J. N. Champlin, and a grandson of 
the President and founder of o1 


This department is a reader’s forum. 


in the} 


FOUNDER'S GRANDSON 


Enid, Oklahom. 


Chariplin Refining Co. 


Enid, @klahoma 


Letters are welcome. 


DOES ADVERTISING JOB 


Enid, Oklahoma 


namnpelin Gil Molex Oils - Prato Gusolane 


? 


Champlin Refining Co. 


Enid, Oklahoma 


Appearing in these four poses on the company's calendar, the grandson of the 
president of Champlin Refining Company has helped to double distribution of 


this particular piece of advertising. 


The calendar is a four-sheet one, each 


sheet and illustration serving for three months. 


company, Mr. H. H. Champlin, has 
probably had a lot to do with the 
widespread interest among = out 
dealers and jobbers. 
WELDEN Forp, 
Advertising Manager, Champlin 
Refining Company, Enid, Okla 
v,vry 

Criticizes Review 
of Bedell Book 

To the Editor: Reading 
article about Clyde Bedell’s new 
book, “How to Write Advertising 
That Sells,” I gathered that he 
highly lauded the Townsends and 
gave them a clean bill of health. In 
reading the book itself, I felt he had 
incisively appraised them and, while 
giving them credit for their virtues, 


youl 


had likewise detailed their short- 
comings 
He said, “It will never be sound 


to evaluate ads 


solely on the 


percentage-wise 


basis of the selling 


elements they include, and_ their 
sequence. As well evaluate houses 
on the basis of presence of essen- 


tial rooms and their relationships 

It is impossible, I believe, to evalu- 
ite a perfect headline as being of 
almost the same relative percentage 
of value in widely differing 
advertisements A news slant is 
effective in headlines, if the news 
is pertinent to the product But 


five 


news is vastly more important in 
one case than in another How 
accurate and consistent and free 


from arbitrary weightings such rat- 
ings can be remains to be learned.” 

Moreover, he mentions these “ad- 
vertising evaluators” in one 
chapte1 Your article conveyed the 
mpression that they were the 


story There are 


only 


main 
fifteen chapters in 
I believe this is the first 
any book on advertising eve1 
formulated a step by step proved 
method of actually building 
that sells. Yet the author does not 
light the vast importance of the 


igl 
A book so important 


the book 


time 


copy 


as to merit forewords from Chris- 
topher Morley, D. M. Nelson of 
Sears, Duane Jones of Blackett- 


Sample-Hummert, George Nichols 
of Printers’ Ink, and Walter 
Scott of Northwestern 
ought to be done no 
your columns. 


University 
injustice in 


ARTHUR ROWLAND BURNSTAN, 
Professor of Economics, Carle- 
ton College, Northfield, Minn. 


vg¥seegy 


Picture of Average 


Grocery Store Volume 


To the Editor: Many thanks for 
the elegant story you ran about our 
annual survey of food distribution, 
on page 15 of your March 25 issue 

You did such an excellent job of 
condensing the survey for your 
readers that I know you will want 
to have all the facts correct in their 
implications Specifically, quoting 
from the survey you mentioned 


“Beer-handling stores averaged 
annual sales of $76,306, as against 
$49,532 for all stores.” 


From this the reader gets the im- 
pression that annual any 
nonbeer handling average 
$49,532. This is not correct, because 
the statement referred only to the 
3,000 stores reporting in the survey, 
a point that was covered in the 
same paragraph you quoted from 

These 3,000 were typical 
Progressive Grocer readers from the 
upper 25 per cent of independent 
merchants (which group, in- 


sales for 


store 


stores 


food 
cidentally, accounts for more than 
65 per cent of all independent food 
Average sales of stores in 
this upper bracket are considerably 
higher than sales of stores at large 
By comparison the average vol- 
ume for all stores, chains and inde- 
pendents, in 1939 was approxi- 
mately $18,000, not $49,532 
Mou.tton H 


sales) 


FARNHAM 


Managing Editor Progressive 
Grocer Ne \ Yor 


Dill | 


‘Men Over 40 Find 


Jobs in Advertising 

To the Editor: A check-up of the 
123 men placed in new positions 
during the past year by Men-Over- 
Forty, Inc., reveals that many calls 
and leads came from advertising 
agencies and other advertisers. Not 
a few past and present members are 
former advertising men—sales man- 
‘agers, copywriters and _ research 
men. 

We like to think that we in turn 
are helping every business man who 
|}employs contact men and salesmen 
lover 40. By combatting the folklore 
lor prejudice against the ability of 
|men over 40, we pave the way for 
'a better reception. Instead of fac- 
|ing “fortyphobia,” such men receive 
/a welcome. 

As our work becomes known to 
'Chicago business men, more and 
more businesses come to us when 
they want to fill certain positions. 
| Several concerns employ two or 
more of our members for executive 
|work. Inquiries are received in 


| strictest confidence, of course, and 
| 


|}such men will be sent on 


are handled by number only. 

All our members are former by 
ness executives, some with fp 
achievements to their credit. A); 
have had their references carefy}}, 
checked. Only one out of 20 app); 
cants is accepted for members 
All work on a cooperative basis 
for one and one for all.” There 
no fees or charges of any ki: 
either employers or members 

The success of the organizatio; 
its first year shows that it men 
know how to solve economic ; 
lems, and can solve similar 
lems for other business. 

If an agency or advertiser 
a qualified man for advertising 
publicity, sales management, « 
neering sales, or perhaps auditing 
there’s probably an exceptiona! 
among our members for the 
tion. Complete background 


request 
No obligation. 
We’re in the Daily News Bidg 
Dearborn 4211. 
W. E. RENNOLD 
President, Men-Over-Fort 
Inc., Chicago. 
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CBS AFFILIATE .. 


50,000 WATTS 


The greatest selling POWER in the South's greatest city 


« NATIONAL REPRESENTATIVE .. . THE KATZ AGENCY, INC 
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symbolic chimneys, forms the design erage area outlined in blue may be tive little folder issued by KOMA, tives, all, of course, saying 


} ss ’ MA, Ss, . se, sa} nice 
P _ @) bagl @) ti 1 @) al for a cover of lively blue. Inside, lifted one by one. A pull-out card Cklahoma City. Just a single sheet things about the Blue network. 


the pages are centered by outline that fits into the envelope carries about nine by nine is folded top * 
e maps of the country, with blue lines market data for the whole area. and bottom about an inch and a Outdoor Life uses a lithographed 
R evil e W pointing out the locations of execu- es ¢ 6 half, then folded in the middle. The poster, announcing the contents of 
tive-readers. te WSM, Nashville, has done aj} fold at the top, inside, carries a its April issue, for a promotior 


beautiful job on a folder it calls} selling message, and the bottom piece which has plenty of room on 
The Katz Agency sends a tricky| “If a Tree Falls,” dealing with| one, stapled, forms a pocket to! its page folds for a lengthy sales 
promotion piece showing coverage) coverage and listeners. It’s printed| hold some miniature letters from) story. No envelope is used in mail- 
of the Cowles Stations, and using! in green and brown on two sheets KOMA advertisers 
. “America’s Money Belt,” the)! of an interesting cover stock whose ing the color of the type, holds the 
ng sales literature more palat- group’s new slogan, for a title. upper surface you'd swear was real folds together and the addressing is 
pble—a thoroughly enjoyable fac-| Printed in deep blue and orange on! pine, and simply stapled in the! NBC's Blue network puts its hat done on the outside page. 
tual story about the Red Network,| pale grey stock, with laminated| center fold. The under surface of|in the ring with a folder telling 
trated mn the inimitable, color-| cover, the piece is a single fold| the paper is eggshell, making aj |the success story of Adam Hat Baker Adds Rogers 
ul style of Peter Arno. holding the trick on Page 3. An! good background, on the center Stores’ fight broadcasts from Madi- g 
The effort is entitled, “It’s Not 


We'd like to present the promo-| 
Croix de Guerre to the Na- 
Broadcasting Company for its 


ing the piece; a blue sticker, match- 
ilatest contribution to the art of 


. : ~ ~ aa : : y ar f cer ay ‘signe 

! ul . envelope which is pasted down has! pages, for coverage maps. son Square Garden. The inside PB asa: pn \. Rogers h N Fringe wee d 
Done with Mirrors” (which, inci-| . ‘ reproduced its surfs | cs « nate af the falter carry _|from Lord & Thomas, New York, 
I ‘ a map reproduced on its surface, pages of the folder carry photo to take the f art director 
jentally, is printed in reverse on o take the position of art directo) 


and tranparencies for each of the Confucius say a bit of wisdom graphs of a fighter demonstrating a) with Lynn Baker Company, New 
four Cowles Stations with its cov- | on the cover of a simple but effec- punch, NBC-men and Adam execu- York. ~ 


Id.’ 


ONE THOUSAND 
PEOPLE FOR 


the front cover). A frustrated little | 
swami, equipped with a picket sign | 
“Unfair to Organized Magi- | 
ins,’ accompanies the reader 
uugh the book and helps sugar- 
eat the convincing recital of the} 
network's background, progress and 
current status. When the tale} 
winds up the swami, evidently over- 
ome by what he has observed, | 
throws his sign into an ashcan and | 
bserves. 
They've surveyed the country and | 
chalked up the score- 
And the facts leave no room fo: 
sorcerer’s lore.” 
The book is case-bound, 11 by 14 
nches lithographed in several 


* ae * 


Credit Station WFBR, Baltimore, 

th one of the most unusual pro- 

yn stunts of the season. Adver- 

g prospects on its list received 

Baltimore oyster, wrapped in cel- 

ne and encased in a red mesh 

ig. Inside the oyster was a 20- 

estion true-or-false quiz about 

timore. Recipients who returned 

eet to the station with 16 or 

ore correct answers by April 2 

vere promised a shipment of some 
100 oysters of the edible variety. 


An amusing personalized mailing | 
rd has been sent to prospects by 

Instructor. It is addressed to 
bu executives—in conference,” 
nd inside the double fold is a 


rather Thurber-like cartoon show- 
ng an Instructor salesman asking to : 
. 2 
“ > 


nd-S hides under his desk. “Well, 
t * the salesman says, “have him 
the card below for informa- 

The scored return card lists 

of available pieces, requests 
from salesmen, and finally, 


see Mr. So-and-So, while Mr. S-| * : > weuameate | fhe get oe a 
| PER RS eee 

SEER Ree eee ina 

a8 dla jah tg anne 


Send nobody—just mail the stuff, —— = F » | ‘ es. 2. ‘Fy F 
uu said .. .” with name-and- ; 
idress spot below. 
* * © 


WOR has issued a_ neat little 

t containing a broadcast writ- 

! nd presented Feb. 22 by 
Gabriel Heatter, relating the 18-year 
of the station. Printed on 

tock, a proportionately large 


“— 


OVER | 000.000 - 


THE LEAST EVER PAT 


< " $00 000! 000 000 
18 ight cocoa brown decorates aaaieaaiall 
ver _ . — COST PER M 
$ 200 006-300 000 
Readership by key executives of ATI NAL AVERA E 150.000.200.000 = NET ADVERTISING 
nportant industrial concerns is the pemeethheness CIRCULATION 
ibject of an effective brochure 90.0001 00,000 
ued by The New York Times. A 00,000--90,000 reO MARKET 
Photograph of an executive in the ante 
ict of reading the Times, backed by -eaanethteass 
$0 000 40 000 
40 000 $0 000 
Th i n 30 000 40 000 = 
. . . 3 
SS AFC Across the nation or in single markets outdoor —— 


16.000-20 000 
£,006..10 000 


advertising delivers impression opportunities for cnanet 


booming in a 
b H +t per thousand of any major media. ere 
altimore! the lowest cost p ne 
This chart was made from figures supplied by the — 

Traffic Audit Bureau, which was organized and is oe 

16.25, controlled by the ANA, AAAA, and OAA of A. 


For instance, retail 


trade is UP... . —a_ | 


t Ourpoor /\\ DVERTISING _NCORPORATED 


National Sales Representative of the Outdoor Industry 
60 East 42nd Street, New York City 
Atlanta - Baltimore - Boston - Chicago - Cleveland - Detroit - Houston - Los Angeles - Philadelphia + St. Louis - San Francisco 


MTIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 
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Libby Reports 
Rousing Comeback 
After Bad Year 


Chicago, April 18.—Expansion of 
its family of products, vigorous pro- 
motion, with emphasis on aid to the 
retailer, and a substantial gain in 
export business gave Libby, McNeill 
& Libby a net profit of $3,782,236 
for the fiscal year ended March 2, 
in contrast with a loss of $3,354,276 
for the previous year, the annual re- 
port of President Edward G. Mc- 
Dougall, released today, indicated. 

Total sales volume for the fiscal 
year was $73,080,185, the report 
said, representing a gain of about 19 
per cent over the previous year’s 
business of $66,306,930. Case vol- 
ume was also 10 per cent ahead of 
the preceding period. Average sell- 
ing prices for the year corresponded 
closely to those of the 1938-39 year. 

“Through our sales promotion de- 


partment,” said Mr. McDougall, “‘we | 


was a booklet entitled ‘100 
Layouts for Grocery Ads,’ which is 
a practical and effective aid to deal- | 
ers in laying out their weekly ad- | 
vertisements and hand bills.” 

Libby, McNeill & Libby has con- 
tinued to work out ways and means 
of better telling consumers what's 
inside the can, the medium chosen 
being descriptive labeling, the report 
continued. These improved labels 
were described as “the windows of 
the can,’ showing buyers exactly 
what they wish to know. 


year 


Response to Advertising 


The 
pany’s 


effectiveness of the 
magazine advertising, 
jpromotion and home economics 
|work, the latter presided over by 
Mary Hale Martin, was proved by 
the public response, which caused 
ithe big canning company to mail 
out more than 3,000,000 pieces of 
such literature as recipes, menus, 
buying guides and party plans. In 
addition, more than 750,000 product 
|booklets were sent to thousands of 
|teachers by request, to be used as 
| text guides. 

During the year the company’s 


com- 


sales 


chemists developed an apricot juice 


IN CROSLEY POST 


L. Martin Krautter, formerly copy chief 
of Cramer-Krasselt Company, Milwaukee, 


who has joined Crosley Corporation, 
Cincinnati, as advertising and sales pro- 
motion manager. 


1940, compared with $3,913,566 for 
|the corresponding three months of 
1939. 


Hiram Walker 

Net profit for the quarter ending 
Feb. 29, 1940 was $1,290,054, com- 
pared with $1,365,539 for the quar- 
ter ending Feb. 28, 1939. 


| 


Sky Flight Prints 
Hook Promotion to 
Aviation Industry 


General Electric 
| Earnings for the quarter ending | 
|March 31, 1940 were $11,951,450, | 
compared with $7,373,431 for the} 
| first quarter of 1939. 


| Gillette Safety Razor 


Net income for the quarter ended | 
|March 31 was $696,447, compared | 
with $867,547 for the corresponding | 


| Period in 1939. 
American Chicle Company 

Net income for the quarter ended 
March 31 was $910,932, compared 
with $866,366 for the corresponding 
period in 1939. 

General Cigar Co. 

Estimated net income for the first 
quarter ended March 31 was $282,- 
420, compared with $136,938 for the 
first quarter of 1939. 


McGraw-Hill Publishing 


Airline Insignias to Sup. 
ply Motif for New 
Prints 


New 


York, April 18.—H:; ing 
| safely 


survived the innumerable 
advertising campaigns designed tp 
| make them “conscious” of one thing 
or another, members of the fair sex 
| will again be the exclusive object 
|of another campaign, this time ; 
|double-barrelled attempt to 


make 
them buy a group of new rayor 
fabrics and at the same time pro- 
mote their air-mindedness. 
| Capitalizing on the current inter. 


est in aviation in this new venture 
are the 16 members of the Air 
| Transport Association and A. 
| Perlman, Inc., originator and manu- 


have further utilized talking pic-|and a prune juice, three new baby | baby foods in the child’s diet. The | facturer of the fabrics. 
tures to assist dealers with their|foods bringing the total in this| chopped foods were not placed on Net profit for the quarter ending Entitled “Sky Flight Prints,” th 22 
problems of grocery salesmanship, | classification to 13, and ten items of the market until April 1, 1940, so March 31 was $238,580, compared | new fabrics will feature six avia- 
special sales and advertising. An/| chopped foods, which is a new field|that their effect on the financial with $155,723 for the corresponding |tion motifs in seven shades of Goa 
outstanding promotion during the'for Libby. Chopped foods succeed |statement will not be known for period in 1939. | Crown-tested French crepe, to be Nev 
some time. . ; Johns-Manville Corp. | offered in piece goods as well as in of 22 
Foreign business gained 15 per a aces ; oan dresses, play clothes, housecoats. nthe * 
"FE you DON'T TR EAT ME RIGHT” . e« e cent, the increase coming from war Mien a ene- | scarves and handbags. 1364. 
5 « . —_ 4 . . ¢ Wo aVic > vi A . - vA . 
i Mtg lg Penal ype gyn pared with net income of $125,118 | Aviation Insignias Used ent 
goods purchased from the United for the first quarter of 1939. In addition to the individual air- ant 
States and South America. | Goebel Brewing Company line insignias, designs for the prints moa 
Net income for the quarter ending include propellers, planes nd i S 
CBS EARNINGS UP \March 31 was $45.478 compared | Clouds. Each print not only has its , 
MILLION AND A HALF | with $11,155 for the corresponding | own name but aerial color, such as Wh 
Columbia Broadcasting System | period of 1939. |airport green, altitude blue, pilot “ae 
reported a net profit for 1939 of $5,- | | gold and fuselage gray. Air Mail, wick 
001,528, an increase of $1,459,787 | Florence Stove Company |one of the prints, shows columns ot . Co 
over the $3,541,740 reported for | Net income for the quarter end-| winged air letters with colored tne 
1938. | ing March 31 was $198,030, com-j|stamps; Radio Beam depicts ran 
Gross income from sale of facili-|pared with $106,333 for the cor-| planes superimposed on a _ stripe £23 
ties, talent, lines, records, etc., dur-| responding period in 1939. and Coast to Coast uses the insignia ortes 
ing 1939 amounted to $42,845,393, |of all 16 airlines. th 
an increase of $10,182,400 over the Cream of Wheat Beginning May 1, the campaign ‘ ye 
gross income of $32,662,992 for 1938.| Net income for the quarter end-|.i}) take off with fashion alle 
Of this increase approximately $2,-|ing March 31 was $331,573, com- | ctaged at airports in 100 cities. One rene 
500.000 is attributable to the record | Pared with $309,997 for the COr-| store in each city will carry the acon 
companies’ operations. responding period in 1939. ‘fabrics and hold an “Air Festival 216 
LINK-BELT REPORT ; 7 Day.” Cooperative newspape! ad- nd V 
ANALYZES PROMOTION Names J. R. Kupsick vertising will pre — og Raaggee All 
Net earnings of $1,733,059 were Talking Sales Pictures, Inc., New | W eek, the yea es Press : seh ass yn 
ie ere - i > _|airline hostesses giving talks or ol 
reported for 1939, 7.5 per cent of | York, has appointed J. R. Kupsick|( 7. tg — TEagguar ie 
the total income of $23,204,321. In Advertising Agency, New York, 4 Pear rhammagy 4 in wen Tere, 7 “e : 
reporting to stockholders, Alfred direct its account. A business paper B. Altman & Co. will handk the | res 
Kauffmann, president, said, with campaign, _ based on the theme | prints, the fashion show will be g 
lalking Sales Pictures The | at LaGuardia Airport. 
reference to advertising and promo- Modern Term for Slide-Films.” has American Viscose Company. pro- 
tion been planned. The company pro- ducer of the yarn used by Per! Deb: 


“A widespread distribution of our | duces industrial motion pictures and | } _— 
I |has scheduled for the May issue « Ben 


general catalog No. 800 was com-j|slide films and makes Talk-Pix, a Be . ivert 
pleted in May. A new power trans- | projector. | Mademoiselle _— ner Son 7 ‘ipped 
mission catalog was completed dur- b= gg ee r a, Flig ; April 
rints. indow displays and Gi ; 
ing the year and likewise widely | _—— : ppea: 
Improperly used files can be a distributed The “Link Belt News | Elected to ANA rect mail are also being usea gg 
literal nightmare. But the fault with a top circulation of 132,000) Chappel Bros., Inc., Rockford, IIl., Erwin, Wasey & Co. is the agenc) 


has been elected to membership in 
the Association of National Adver- 
tisers. J. S. Williams, vice-presi- 
dent, will represent the companys 


Hotel Appoints Hal Hull 


|for Air Transport Associatior 
Trinity Associates handles the 
account _ Paci 


copies per month, continues to im- 
prove with each issue. This has 
proved to be the best single medium 
for advertising the products of the 
company 

“The 1939 New 


Perl- 


WRITE TODAY 


for 


often is not with the bursting 
your copy of 


this practical broad 


° e | mar 
and littered files themselves, it sa 


‘Ss 


Trainways Appoints Bt 


is apt to involve a vital question in modern office ef- side with valuable 


= : ' for d Pork World’s Fair 
ficiency: Are your forms efficiently designed? Make rene aa TP York World's Fair 


signing and using enabled us to gain much prestige Grand Hotel, Mackinac Island, Trainways Radio Corporate! 
your business and factory forms perform their manifest —>vsiness forms. Ad- for the company. make many con- | Mich., has appointed Hal Hull, Inc., |\Chicago, has appointed Ralph Heine ent 
dress Soles Dept. E tacts with customers and those who Chicago, to handle its advertising|man, Inc., Chicago, to handle ! 


function of simplifying operations and of giving infor- and promotion ‘advertising. 


should use Link-Belt equipment, 
and enabled us during the past year 


mation. For extra efficiency and economy—have them 


. . ‘ to gain much favorable publicity 

printed on watermarked ADIRONDACK BOND, bright white in the press 
~ and 12 colors—ideal for modern forms and letterheads. The department is doing a good 
job in supplying our sales organiza- 
tion with needed sales material i: 
aia INTERNATIONAL PAPER COMPANY printed form and advertising. Each 
220 East 42nd Street, New York, N. Y. advertising effort costs money, but 


I can assure you that a study of the 


SOSTOR . carefully prepared advertising bud- 


CHICAGO ° CLEVELAND 


get, issued annually by the depart- 
ment, indicates that judgment based 
on facts, not hopes, is the keynote.’ 
Gorham, Inc. 
Net loss of $48,072 was reported 
for the vear ending Jan. 31, 1940, 
compared with a net loss of $980.- 
028 for the preceding vear afte 
$800,000 inventory writedow! 
Stewart-Wamer 
— Net profit of $328.202 was re- 
yorted for the first three months of 
AN INTERNATIONAL PAPER VALUE (oS 
$146.275 for the corresponding 1939 
Mode by the Makers of: ADIRONDACK BOND & LEDGER « INTERNATIONAL MIMEO.- period 
SCRIPT « INTERNATIONAL DUPLICATOR « BEESWING MANIFOLD «+ TICONDEROGA ) 
dis BOOK + TICONDEROGA TEXT + INTERNATIONAL TI-OPAKE * CHAMPLAIN BOOK General Foods UNDERWOOD & UNDERWOO 
SARATOGA BOOK «+ SARATOGA COVER « LEXINGTON OFFSET $4.310,045 were re- 


Earning: 


319 E. 44th ST., N.Y. C. 241 E. ONTARIO ST., CHICAGO 
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‘Four and eight weeks ended March 
rwo months, 


16th 


March Sales of 
22 Chains Show 
Gain of 10.2% 


Ten-Star Tune-Up 
Spring Story of 
Standard Oil 


Chicago, April 19.—Standard Oi! 


| . 
Paper Shares Profits 

J. Paul Scheetz, president and 
|publisher of the Pittsburgh weekly 
newsmagazine, Bulletin Index, has 
initiated a plan which gives his staff 
a share in profits exceeding a 6 per 


New York, to direct its advertising. 
Magazines will be used. C. Waring 
Gillepsie is account executive. 


Bogin in New Post 


I. L. Bogin, formerly with Bauer 


cent return on invested capital. The | Type Foundry and McGraw Phil- 


plan netted the staff a bonus of 9.1 | 
per cent for the first quarter of this|manager at Lake-Spiro-Cohn, Inc., | of 


year. 


lips, Inc., has become production 


Memphis 


sales a ee! Z a ae ihe 3 E oe a 3 m, ob ai § 
hic Pd e oes ae HE ae * a ma eo 
Loa ¥ Fe . = te * 
April 22, 1940 ADVERTISING AGE 21 
‘ - ’ . ‘5 
MARCH SALES OF CHAIN STORES \H. K. Clark Heads AFA ‘Atlantic’ Runs E. R. Richer to Head 
March March Gain 3 Months 3 Months > Gain | 4 4 . 
1940 1939  orLoss 1940 lua. or tae | Exhibit Committee Fold-Out Ch ] CFAC; Election May 2 | 
Stores.$ 3,015,067 § 2,339,901 28.8 $ 5,784,610 $ 5,100,202 +134) H. K. Clark, Chicago representa- Oo ” ut rysier Edmond R. Richer, vice-presi- r 
Ww I S,1L01 Oo 163,148 13.1 0.141.228 8,442 a >? t f tl N Y k S } t 1 } Pu 3 ; 
vi é, - wey 7 - aah ke a eee mle Vi, | Uve of the New rork sun, has been : dent in charge of advertising art Be 
I 2,904,866 2,442,437 +158.9 7,123,686 6,400,239 +11.3)., gp ical ye ogee Ad t t : - 2 S» j 
- . > 110.462 1.895.705 ~11.3 6.194.979 5 637.519 9 appointed chairman of the exhibit ver i1semen Schaffner & Marx, has been nomi- ; 
f a ae 12.895.241 11.1428.419 +15.7 32.559.435 29.952. i s.7|}committee for the 36th annual con- B iad be : nated for president of the Chicago Al 
in & Bt 6,897,199 5,968,735 +15.6 17,800,670 16.186.733 +10.9|Vention and advertising exposition oston, é pril 17.—What is be- Federated Advertising Club. The 
*Kroger, Groce. & of the Advertising Federation of lieved to be the first fold-out adver- ejection will be held May 2. : 
Raking Co.. 19,671,054 18,423,464 +7.0 57,278,915 53,620,204 +6.8| America at the Hotel Sherman, Chi- | tisement to appear in a_ standard Other candidates picked by the 
Li Stores = 3, (11,516 ghey -. ris Z : yt gtrigyt > lcago, June 23-27 Vice-chairmen | size national magazine will make its | nominating committee are Gordon P 
McCrory Stores 3,887,954 3,196,036 +21.6 9,653,302 8,469,106 +13.9 | are Mercedes Hurst, Commonwealth appearance next week in the May)|St. Clair, Schwimmer & Scott, first 
{eC lelial y ‘ ¢ , x T . ‘ - 2 P . m 6 3 . 
“Stores 1,804,034 1,497,450 +20.5 1,423,763 4,044,691 19.4 — one, = _ blist Reon Atlantic, with copy featuring Chrys- | vice-president; A nn Weis: brod, 
Murphy, G. ¢ 4,069,347 3,204,625 +27.0 10,286,137 8,642,310 +19.9)reen, Lrowe -Colhier WONSHINE | ler’s Crown Imperial model. George F. McKittrick Company, 
‘Natl. Tea Co. 4,883,933 4,191,207 +16.5 14,410,868 12,575,876 +14.6|Company. The fold-out is on coated stock second vice-president; Knox Arm 
Neisner Bros. 1,842,642 1,509,744 22.0 4,468,729 3,891,063 +14.8| The appointments were made by C h nappies _ “eee S*8S*+ | strong, Victor Adding Machine Com- 
: ae ao, 4.223 835 3432255 +23.0 0489080 998 +13.6|Norman S. Rose, president, AFA, wit 1 four colors used on both sides. pany, third vice-president; Emmon 
y 2. 21,468,666 18,732,810 + 14.6 55,791,055 $0. + 11.8 and advertising manager, Christian I nusual is the fact that use of this c Carlson National Broadcasting 
< way Sele al ] O *hrvsler > ] , » spratary ‘ . 1, 
ae res, ..... $0,431,276 28,661,363 16.2 87,510,186 82.176.488 as Science Monitor. device permitted Chrysler to use |¢ ompany, secre tary, and ( he ster L 
; = ee 5.418.121 5,387,129 +57 12,080,554 10,477,290 115.3 — the same color plates which were |! Price, City National Bank & Trust 
Sears, Roebuck on Sas . originally developed for advertise-|Company, treasurer. Officers will 
& CO.....+. 50,899,000 49,767,587 2 91,734,743 84,668,131 S Varsity Hits Stands ments in magazines with approxi-| be installed May 16 when Norman 
Wa ee Co. 6,391,787 6,000,585 34,366,732 36,420,009 ) A college news magazine, Varsity, mately twice the page size Rose, advertising manager, Chris- 
Ward, Mont- ' sd forc ges nts ; ; a : j Science , . > 
z mery & Co 38,842,199 35,729,869 + 8.7 169,372,546 *60,693,976 14.3 — d . — i a The overall size of the fold-out fan - ience Monitor, will be the 
5 : ‘ “le ac I, she , Carnel- . ‘ speaker 
Western Auto | a ICUnY, PUubisned OY Larnel- | copy is 95% by 13 inches. ioe 
Supply Co.. 3,183,000 2,869,000 + 10.9 9,086,000 7,451,000 + 21.9 son House, Inc., ; 1151 W. Roscoe : 
Woolworth, street, Chicago, hit the newsstands | Compton Adds Kuzsma 
FP. W. ..... 27,544,919 23,104,232 +19.2 70,173,624 63,442,737 +10.6| last week. Frank Carney and Har- j ye 2 
— - ~ vey Olson are the publishers. Nitralloy Names Pepper Mrs. Marjorie Kuzsma, formerly 
‘otal.....++$264,197,620 $239,805,033 -+10.2 $640,265,404 $582,675,621 +99 : Nitralloy Corporation, New York, | assistant director of the Kelvinator 
_ has appointed J. W. Pepper, Inc.,|Kitchen of Nash-Kelvinator Cor- 
*Four and eight weeks ended March 23rd 


poration, has been placed in charge 
of the test kitchen of Compton 
Advertising, New York. 


MBS Adds Costello 


James Costello, formerly with the 
National Broadcasting Company, 
has joined the publicity department 
Mutual Broadcasting System, 
New York. 


New York, April 16.—March sales 
of 22 major chain stores, as reported 
to ADVERTISING AGE today, totaled 
$264,197,620, an increase of 10.2 per 
cent over the March, 1939, total of 
$239,805,033. The cumulative total 
was 9.9 per cent ahead of 1939. A 


Company of Indiana will advise 
motorists to hitch their wagons to a 
“ten-star spring tune-up” in a 
newspaper campaign to break this 
week. Featuring Iso-Vis motor oil, 
the campaign is in line with the 


ood share of the March increase |€W program of the petroleum in- i ‘i 
was attributed to the early date of —s ry nee ect 9 lubrica- “~ 
Faster this year. ion and care of automobiles. 
While it. scarcely classifies as | The Standard spring change-ove: 
news any more, both Sears, Roe- | campaign will be concentrated in 
buck & Co. and Montgomery Ward |5ix big advertisements, in five busy 
« Co. reported that March sales | Weeks, in daily and weekly news- 
were the largest in history for both | Papers and in a giant banner and 
ganizations. Sears reported a gain|Curb sign at 23,000 Standard dealer 
(23 per cent over 1939; Ward re- stations in 13 Mid-Western states. 
a wrted an increase of 8.7 per cent.| Layouts will be devoted largely | 
Other chains to report substan-|to action photographs showing the | 
| percentage gains for March in-|ten stars, or points needing check- | ¢ 
iuded Edison Stores, 28.8: H. L./|!Mg. on an automobile, and depict- “ees 
€ ween, 18.9; Jewel, 11.3; Grant, 13.1;|in& the joyous reaction of the mo- Ps 
t Kresge, 15.7: Kress, 15.6: McCrory, | torist after new life has been in- yi 
al 216: McClellan, 20.5; Murphy, 27,| jected into his winter-weary car 
i- nd Woolworth, 19.2. Copy also carries out the ten- 
Y All of the 22 chains reporting|Star story. The motorist unable to ay 
th owed increases for March as well | decide from the halftone of the car my 
n s for the first three months of the | Just which point needs attention can 
re ea Figures for the individual | Clarify the situation by referring to ‘ 
res are shown in the accompany- | the gee Sante art a oe a 9 F 
g table in the short text. McCann-Erick- : 
a |son, Inc., handles the Standard Oil . 
_ account 


Debs Campaign Opens 


0! Benson & Hedges will launch an U. of Missouri Studies 
ivertising campaign for Debs rose- es ° 
upped cigarets the last week in Advertising Media 
\pril. Full-page copy in color will | Using the Gallup fact-finding 
: ppear in women’s. publications. technique, students of the school 


riggs & Varley is the agency. jof journalism, University of Mis- | 

~ -——_—_— |souri, are determining effective cov- 

n +g. |erage, degree of intensity and ex- 

Pacific Adds to Staff | tensiveness of readership of news- 

Pacific National Advertising |papers and magazines and radio | 
\gency, Seattle, has appointed | listening habits, in Columbia, Mo. 

rge R. Dunham assistant man- Publications being studied are 

ge James Allan has been named | the two Columbia daily newspapers 

't director, and Mrs. E. C. Ding-|and American Home, American 

is joined the copy depart-|Magazine, Better Homes & Gar- 

dens, Collier’s, Cosmopolitan, Good 

| Housekeeping, Liberty, Life, Mc- 

|Call’s, Redbook, The Saturday Eve- 

| ning Post, Time and Woman’s Home 

| Companton. Radio stations involved 

in the study are KFRU, KMBC, 

KWOS, KMOX, KSD, WDAF, 

WGN, WHO, WLW, WOATI and 

WTMV 


Appoint Watts, Payne 

Oklahoma Travel Association, 
Inc., Oklahoma City, and Ozark 
Playgrounds Association, Joplin, 
|Mo., have appointed Watts, Payne, 
| Advertising, Inc., Tulsa, to handle 
their advertising The Oklahoma 
group will issue travel poster 
stamps and a travel book. News- 
| Pape rs and radio will be used by the 


and reacha radio family 
that spends */74,000.000. 
annually in Beaumout! 


Ozark association to promote the 
distribution of the “Ozarks Guide 


| Book 


. 
Norge Appoints Three 

E. J. Kanker has been appointed 
gas and electric range sales man- 
|ager in the Norge division of Borg- 
Warner Corporation, Detroit. S. J. | 
McCarthy has been made assistant | 
sales manager in charge of electric 
range sales and S. M. Adams has 
| been named assistant to Mr. Kanker 
to conduct all office operations on 
ranges 


_ _ Represented by 
‘nlernational Radio Sales 
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ADVERTISING AGE 


April 22, 1946 


Agency Shares 
Client's Laurels 
in Ford Award 


John Falkner Arndt, 
Proctor 
Sales Honors 

Philadelphia, April 16. 


first time since the 
Howard G. 


-For the 


Ford Award in 1937, an 


advertising agency, John Falkner 
Arndt & Co., has been selected as 
co-winner with its client, Proctor 


Electric Company, both of Philadel- 
phia. This announcement was made 
last night before a crowded house 
at the 30th annual dinner meeting 
of the Sales Managers’ Association 
of Philadelphia in the Bellevue- 
Stratford hotel, which also wit- 
nessed presentation of the 1939 
awards. The annual competition 
“for the most outstanding contribu- 
tion to the science of distribution,” 


sponsored by the National Federa- | 


tion of Sales Executives, 
entrants. 

Honorable mentions went to Son- 
otone Corporation, Elmsford, N. Y., 
and American Airlines, New York 


Boon for Housewives 


drew 35 


Proctor 
“Never-Lift” 


The winning 
involved the 
matic electric iron, 
the spring of 1939. 
papers, the company invaded one 
market after another, the test in 
Wilmington being 
troduction of the new 
Philadelphia and other 
at the close of the year 
reached. Though the 


auto- 
introduced in 


cities until 
26 had been 
Proctor iron 


CongrstSeshions 


During 1940 more than 300,000 
families will be impressed by the 
caliber of CONGRATULATIONS’ 


advertisers. 


institution of the 


promotion | as 
|A considerable 
; ness 
Using news- 


| maids are 
followed by in-} 
product in| 


| liams, 


| Vania; Dr. 


sold at a higher price than any 
other, the advertising dwelt on the 
elimination of drudgery to. such 
good effect that a 92 per cent in- 
crease in volume was effected by 
the close of the year. Trade papers 
|}were used early in the campaign 
and magazines were added as dis- 
tribution expanded. 

The official citation paid tribute 
to the advertiser and his — by 
listing these achievements: Suc- 


Electric Take |: cessfully introduced new PB 


Gained scientifically ge ei 
| distribution in short time. 3. Estab- 
\lished a comparatively unknown 
;}company as an important factor in 
|the industry in less than a year. 

| John Falkner Arndt, 
the agency, said that the Wilming- 
|ton trial developed a formula which, 
while surprising in itself, was suc- 
|cessfully adapted to other markets 
with invariably good results. 
obstacles in the path of 
|seemed formidable, since it was sur- 
mised that women who do their own 
ironing would not have the means 
with which to gratify the desire for 
|such a high priced product. Fur- 


|thermore, homes which entrusted 
|the ironing to servants might be 
assumed to have little interest in 


reducing the latter’s burden. 
Neither of these objections turned 
out to be serious in actual practice 
Apparently even the humblest home 
can find the wherewithal to buy 
when its occupants are convinced of 
the superiority of the product. Like- 
wise, upper income homes are not 
callous as might be supposed 
volume of the busi- 
came from housewives who 
operated on the theory that happy 
worth a small investment 
toy H. Warmee was chairman of 
the Ford Award Committee. Judges 
for the award were Dr. A. H. Wil- 
dean, Wharton School of 
Business, University of Pennsyl- 
Donald A. Laird, director, 


Ayer Foundation for Consume 
Analysis, and Fred C. Kendall, edi- 
tor, Advertising & Selling. 


“ew Agency Moves 


& Co., New York 
ideale agency, has moved to 
new and larger quarters at 369 
Lexington avenue 


T. Seidman 


A CERTAIN KYW 


tie-in . 


For complete 


WesTtinc6w 


NATIONAL 


if. you want A MILLION DOLLARS worth 
of male purchasing power in the 


and then don't do something about 


TESTED QUARTER-HOUR PROGRAM 


which delivers thal market . 


It's a he-man’s show, with swell personal merchandising 
. iS a proven-audience feature that will sell: 
cigarettes, clothing, food, razor blades, gas & oil, drugs 
—nearly anything a man will buy. 


“the RED network station 
in PHILADELPHIA” 


BROADCASTING 


nation's third market... 


information: phone or wire 


COMPANY 


president of | 


} 


The | 
SUCCESS | 


Getting Personal _ 


William A. Wolff, information mgr., Western Electric Co., was 
feted recently at a dinner at the Waldorf-Astoria upon the completion 
of 35 years with the company. He served as a.m. for a decade until 
named to his present post early this year. 

H. B. LeQuatte, boss of his own agency and former prexy of the 
Ad Club of N. Y., is a hospital patient. He recently underwent a 
kidney operation, but is now well on the road to recovery... 

C. E. Stedman, v.p. and director of sales, and John Huggett, a.m., 
Certain-teed Products Co., held the spotlight at the Sales Executives 
Club of N. Y. luncheon. They told the story of Certain-teed’s institu- 
tional advertis- 
ing campaign 
for the building 
industry by 
conducting a 
typical sales 
meeting. Along 
with Charles P. 
Pelham, v.p., 
Fuller & Smith 
& Ross, the 
company’s 
agency, they 
recently staged 
14 sales meet- 
ings in as many 
cities in as 


CAUGHT RIGHT IN THE OFFICE 


L 


many working 
days. 

Thomas B. 
Wood, one of 
the bright 
young men at 
Erwin, Wasey 


C. Monroe Smith of Collier Advertising Service snapped & (Co,, 

this photo of H. B. Goldsmith, president, Grove Laboratories, 

Inc., St. Louis. Incidentally, the estate of Edwin C. Grove 

founder of the company, has increased $7,000,000 in value 

since Mr. Goldsmith took over direction of the company 
following Mr. Grove's death in 1927. 


is a 
honeymooner. 
A Princetonian 
of ’38 vintage, 
Wood was quite 
ome shakes as 
a football] 
player He works off his excess energy these days by serving as an 
officer of the 432d Field Artillery. 

Samuel Cook, president of Station WFBL, Syracuse, has had a 
varied career. A former newspaperman, he served as sports editor 
of the Syracuse Post-Standard more than a quarter of a century ago, 
and was graduate manager of athletics of Syracuse U. for five years. 
Now he has just been elected president of the salt city’s chamber ot! 
commerce. . . 

Earl Pearson, gen'l mgr.. 
been in Chicago the 
convention. 


Advertising Federation of 
past week lining up plans for the 


America, has 
annual AFA 
Scott Faron, a.m., Glass Container Corp., who doubles as presi- 
dent of the Semi-Colon Club, has put through a meeting-day change. 
Weekly luncheons will henceforth be on Wednesdays to avoid conflict 
with other groups. The club is made up of a group of young admen.. . 


Frank Dunigan, mgr. ot the Fort Wayne, Ind., office of L. W. Ramsey 
Co., traveled to Gotham for a business trip 


The vest pockets of Dick 
Bros., Cincinnati, are 
days due to a great 
Hext home The 

J. Baxter Gardner is 
Clinic and is expected to resume hi 
Pepsodent Company, Chicago, about 


Hext, advertising manager of Littleford 
being constantly replenished with cigars these 
demand created by the arrival of a boy in the 
two Hext children are girls 
an ope! 
duties as 
May 1 

Ted Doescher, well known to many advertising men through hi 
work with the Chicago office of Wilding Picture Productions, has been 
appointed chief steward of the Indianapolis 500-mile race by the con- 
test board of the American Automobile Association. He was 
to the chief steward last year 

Frank A. Arnold, v.p. in charge of radio of Edwin 
New York, is the author of “Do 
a book dealing with the 


other 
convalescing from ation at the Mayo 


advertising manager ot 


assistant 


Bird Wilson 
You Want to 
vocational opportunities in 


advertising agency, 


Get Into Radio,” 


this field, and written primarily for the vocational guidance of youth 
It is published by Frederick A. Stokes, and sells for $1.50 

Marcellus M. Murdock, publisher of the Wichita Eagle, will pre- 
ide over the Kansas Council at the United States Chamber of Com- 
merce dinner at the Willard Hotel, Washington, D. C., May 1. Besides 
being the official Kansas representative at the dinner he also will at- 
tend the publishers’ convention at the national capital 


Edward A. Davies, WIP vice-president in charge of sales, fol- 


lowed the birds back North after a vacation in the Southland 
Wedding bells will ring June 28 in the family of Walter E. Botthof, 


president of Standard Rate 
Botthof, who associated 
Stapleton, Milwaukee 
honeymoon 

LeRoy Kling, Chicago, 
the Western Advertising Golfers 


and Data, 
with his 
They'll live 


Chicago, when | 
father, marries 
in Evanston, Il., 


lis son, C. Laury 
Patricia Ruth 
after a California 
is arranging a pre-season tournament fo1 
Association at French Lick Springs, 
Ind., April 27-28 Paul B. Posser, gsm, Heywood-Wakefield Com- 
pany, Gardner, Mass., is recuperating from an appendectomy. 

H. R. Gross, news editor and commentator on WHO, Des Moines, has 
his hat in the ring for the Republican gubernatorial nomination in 
the Hawkeye state. . . 

When Clarence Wheeler, president of Radio 
Rochester, N. Y., was guest of honor Saturday evening at a dinner, 
reception and ball at Oak Hill Country Club, of which he is president. 
tributes were paid to his achievements by means of an opera written 
in his honor and in a radio broadcast filled with surprises. . . 

Friends and associates of William A. Wolff, information manager 
of the Western Electric Company, New York, gave a dinner in his 
honor on the occasion of the 35th anniversary of his joining the com- 
pany. He was advertising manager from 1929 until January this 
year. 


Station WHEC, 


Cal Musselman, president of the Chilton Company, entertained 
members of the Chicago staffs of the Chilton publications at luncheon 
at the Drake in Chicago last Thursday, just ahead of the NIAA 
regional conference. . . Everit B. Terhune, publisher of the Boot & 
Shoe Recorder, has been enjoying the balmy breezes of Burmuda for 
the past few weeks, in company with the charming Mrs. Terhune 


| without the 
| icals. 


ee 


After Year Wait, 
‘Tenderay’ Beef 
Reaches Chicago 


Chicago, April 18.— “Tend: 
beef, which made its bow in C}k 
land a year ago under the aus; 
of Kroger Grocery & Baking ( 
pany, was introduced to C} 
housewives this week in larg 
in all daily papers and elsey 
in this territory through cou 
dailies and weeklies. 

According to the local copy, 
deray was perfected jointly | 
Kroger Food Foundation, Wes: 
house and the Kroger Fello: 
at Mellon Institute after mors 
three years’ research. Tender; 
described as “nature’s own 
method scientifically speeded 
aid of heat or 
Despite these improvement 
Tenderay beef sells at regu); 
prices. 

Kroger did not neglect thx 
portunity to insert an institut 


message in the copy. This 
antee was featured: “Buy 
Kroger item. Like it as we 


better, or return unused porti 
original container and we wi 
place it free with any other | 
we sell of the same item, reg 
less of price.” 

The advertising listed the K 
stores where Tenderay is av: 
While some of Kroger'’s C! 
stores do not handle meats, a! 
stores being opened or plann: 
combination units. 


Reach Agency Adds Six 

Sidney M. Sundell, 
Blaker Advertising 
York, has 


formerly 
Agency, 
joined the copy de; 


/ment of Charles Dallas Reach Com- 


pany, Newark and New York. Ot 


additions to the staff are Clare: 
|R. Holmberg, formerly with | 
Tracy and Gardner Advert 
|Company, New York, product 
manager: John H. Hanfield, 

;merly with T. J. Maloney, 

| York, traffic manager; Willia: 
Humbach, formerly with Ke: 


Nason, New York, and John Pelt 
formerly with T. J. Maloney, 


|department, and Harold M. Bu 


|formerly with the 


New York J 
nal & publicity de; 


ment, 


American, 


GE Advances Prince 
David C. Prince, Philacde 

since 1931 chief enginee! 

switchgear department of C1 


eral Electric Company, ha 
named manager of the com) 
engineering department, iccet 
ing the late E. W. Allen 


Name Feltis Chairman 


H. M. Feltis, commercial 
ager, KOMO-KJR, has bee: 
pointed chairman of the rad 
partment of Pacific Adve 
Clubs Association, which wv 
its convention at Vancouve 
Vancouver, B. C., July 7-10 


BES... EST 


<<. & aoe 
GRAPHIC ARTS 


Used Everywhere for 
MOUNTING DRAW- 
INGS, PHOTOGRAPHS 
LAYOUTS and DUM 
MIES! 


NO WRINKLING— 
CURLING or 
SHRINKING 


UNION RUBBER € ASBESTOS \. 
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New York, April 18.—Sixteen 


that could apply most any time? 
7. Even though more people are 


vocative statements and ques-| active in sports during the summer, 
tion based on shifts in living and|the average newspaper publishes 15 
ying habits caused by the advent per cent to 20 per cent less sports 


f hot weather, and accordingly |news during these months. 


iesigned to uncover new opportuni- 


Do the 
location and size of your newspaper 


ties In summer advertising, have | advertisements capitalize on sum- 
peen prepared by George Bijur, Inc.,|mertime shifts in reading habits 


form of a check list. The 
gency originally prepared the 
nalysis for one of its clients, then 
found that other advertisers found 
helpful in their planning, and 
ecordingly made it public. 
The Bijur check list is as follows: 
The three days preceding the 
of July and Decoration Day 
we two of the peak buying periods 
f the year. Have you planned your 
‘vertising so your sales will rise 
n this incoming tide of customers? 
Have you arranged for copy and 
uts to get the full benefit of the 
interest? 


tne 


Fourtn 


iday news Have you 

epared special holiday displays 

nd dealer helps? 

» A million people leave New 
Cily every summer weekend; 

ther cities lose a_ proportionate 


Is your advertising sched- 
Je geared to this shift of popula- 
tion Does your campaign make 
e most of the needs and require- 
ts created by America’s ““week- 
nd habit’’? 
3. Seventy-seven per cent of the 
eople who regularly get a vacation 
ce it between July 1 and Labo 
Day. But long before the actual 
weeks off,” these people think, 


en 


m. talk vacation. Does your 
nmer advertising harness this 
ecial motivating interest? Is 


rething of the promise and 
tement of vacation put to work 
you in your summer adver- 

+. Daylight saving time probably 
a greater change in the day- 
habits of people during the 


mer than any law ever passed 
time spent indoors, longer 
ngs, “after-work” activity fo 


ns of people. Does your sum- 

idvertising fit into the changed 
ttern of people’s listening and 
ding habits? 


Trek to Suburbs 


\lmost 20 cent more 
mmute during the summe: 
luring any other time of the 
Millions more men and wo- 
f ise suburban railways and 
f travel by auto over roads 
and from the big citi 
summer advertising dis- 
so that it will be noticed 
people? Is it skillfully 
ered to tie in with their new 
life? This group, that can 
extra summer homes in th 


per peo- 


, + 
- LO 


3 


SOUTHWEST 


KFH 


WICHITA | 
KANSAS. 


« 


| 


and interests? Could you obtain 
greater readership during the sum- 
mer by placing your advertisements 
in some different section of the 
paper? 


Shift in Circulations 


mm 
culation 
cent 


suburban 
by 20 
summer 


newspaper's 
may 
during 


Cclir- 
per 
months; 


increase 
the 


jmer? By 


| degrees 


at home during the summer than in 
winter. 
any one of the major media—news- 
papers, magazines or radio—should 
carry a greater or lesser burden of 
your appropriation during the sum- 
distributing the 
of your appropriation so it’s heav- 
iest where the traffic is heaviest 
during the summer, you will be get- 
ting more return per dollar spent. 


Gasoline Sales Soar 


11. Last year the hottest day of 
the year came on the 3lst of May 
temperature in New York, 92 de- 


grees. Year before, the 15th oft 
August—New York temperature, 93 


Year before that, the 24th 


some magazines lose 30,000 readers |of June—Chicago temperature, 97 
from their June to their July issue: , | degrees. Do your hot weather ad 
others gain. Have you considered | vertisements show people how they 
adding certain magazines and | can be cooler, more comfortable, by 
papers and radio stations to your|using your product? Do your hot 
summer schedule because of the|weather radio commercial make 
extra readers they attract during 


this time? Have you weighed th 


use of cooling sound effects—suc'! 
as ice tinkling in a glass? 


Have you studied whether | 


weight | 


summer as it does the year round? 
Is it too “heavy” for summer lis- 
tening? Has it the right appeal to 
hold your audiences during a sum- 


|adjust 


har. 1 i : E 7 eigre 

be £34 : ¥ a 2 . 4 2 " ~ ye - 
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country, is on a higher economic) loss and gain—resulting from new 12. Gasoline consumption in the the grocer during summer month 
Summer Season level than those who “stay put’!summer habits, new activities, new |summer goes up 21 per cent over as during a winter month. The 
from June to September. Does your | interests—of media in your present) winter months And the number drug dealer, on the other hand, sees 
. advertising take strategic, direct | schedule? of automobile radios in use has|his customers more often in sum- 
f 0 ort ni aim at these better-than-average 9. Fifty-two per cent more peo- | now reached 6,500,000. Does your | mer than in winte. Stores, thea- 
0 pp u rf families? ple use salad bowls and long glasses |summer advertising take advantage,|ters, restaurants install fans and 
6. Sixty-three per cent of the/during the summer than in winter.| through properly planned radio and |air-conditioning during summer 
+ people engage in outdoor sports and Are your premiums, samples andj|outdoor advertising, of this nation|months. Are you as alert in air- 
Asserts ur activities only during the summer | contests as refreshing and timely as|on wheels? iconditioning your merchandising 
months. Does your copy theme/a crisp salad or a long cool drink” 13. Dance bands achieve their|and promotional plans Will your 
Check List Gives Ad- swing out with new energy, too” Are you tying them in with special! greatest popularity during the sum- | consumer campaign and the trade 
Does it click with what they’re| summer menus, summer clothes,;mer months. Is the type of radio|material you furnish help youw 
vertisers Basis for Anal- thinking, doing, wanting, enjoying summer decorations and furniture? | programs you are sponsoring calcu-|dealer meet the warm weather 
° ;during these months? Or is it 10. During the hours of 6 to 19/ lated to attract the same proportion | whims and wants of his customer: 
ysis merely a vague, general campaign,|in the evening, fewer people are/|of potential customers during the | Will you be adjusting your selling 


so that he can more effectively 
his? Are you using trade 
papers to inform dealers and their 
sales clerks of the special summer- 


time uses or advantages of you 


| product? 


mer afternoon or evening? The 
“best listened’ hours during the 
summer come at different times | 


from those that attract peak audi- 
ences during the rest of the year. 
Is your program “timed” with this 
in mind? 

14. Two world’s fairs and two 
great political conventions this sum- 
mer may lure a total of 16,000,000 
visitors to the cities in which they 
take place. Have you overlooked 
any changes that take place during 
the summer in the sales potentiality 


of many markets? The bull’s-es 
on your sales map should be a 
reflection of marketing possibilitic 
as they are this summe not 
they were last fall 


Housewives’ Habits Change 


15. The average 


housewife pay 


16. And, finally, is your summe) 
campaign a good groundwork on 
which to build next winter’s adver- 
tising? Is it just a “fill-in’’—or ‘s 
it a campaign that will bring you 
as many new customers and as 
much profit per dollar spent as the 
rest of the year’s advertising” 


. 

Bud Fox Appoints 

Bud Fox Enterprises, Inc New 
York, has appointed George Kamen 
Vice-president and director of sales 
of Bakers Research Bureau, a 
division of the Fox organization 
William Friedman has been made 
publicity director, and Robert Barr 
and Jack Honiss have joined the 
ales department of the bureau. The 
company will move about May 1 to 
larger quarters at its present ad- 
dress, 250 Park avenue 


© aster: 


ee 
i te P 
‘ a } . > nen 
: _ po m.? & 
pO | 
Se a : e 
eg: 
+ gts _ 
ee 4 
ps a. 
—— 7? 
aah: a S 
see a o : 
pe . . 
saline | # 
sand . - 
’ | Se : : | 
Yee 
t \ ‘ \ ; A hag 
*® Busine’. \ i 
> .a $ 
, i \ “67 \ +5 
yy ee \ Fy! 
Neen aE | | | | | 
a \ \ cs ; 
. Fot yout raueuris Fil™- 4 ‘ 
¥ O | om No aste xcubeto”’ er cet a La 
' LU * aarenc® of proses on: ame a mis - 
| M B | A ’ , your nso men? wore” chil eres a 
Ss T A S : »\ aren? Name your are : North? \ , 
4 TIO 2 .% : ‘Soult! pr hshont Mode™® {ak a 
N y | eu \nd Pricwv€ Servie® as series \ - 7 
OR . 4 nperion wn g0 nose" ppadin® aree* \ es r 
| T H E wit 402% quien ov call. ¥ yn | af . 
| a | es orien tte “ 
0029 andes Nay anc® norrce® * “wea 
| a \ 1OrCentines rede ec 088: p\ 4 
&t > Qi ) only 2 awa" as we ayes? \ J ‘ 
 Ipuio® “ Tels: rire yod3¥ {ot poo | ‘ ¥ 
\ \et- Mode 4 a\kint Pict Ser \ ’ 
\ vices (nes 9 Rocket pst , o 
‘- New Y ot* Cw: Piet bay . EE 
\ irate Bi, Be 
é ae /  % ~ ee 
Pest “2 vd ‘ = 
, , o% - 
ca mY OW a 
ETRY OFFICE . 
ica , 
a eo % ‘ 
—- s _ ‘ 
, > ; ne a é ' ae an 
a. ee ‘ 
a “AME wf 
eee, gk a iw fj . + ; 
Pt re pee? 
% Rea wrt Sei | . 
Nes 4 ase Pad mere oa a 
on ‘id i ce é ‘ 
pet gly ia 
ae Ea Ea! 
ee em r - ae : 
= Cp ie PA 
ae Br Py 
Batt 5 ; 
ie ae Be a 
— re ‘ é ‘ 7 = i ws 
ae ial ie tes ot 7 
oe ii4 4, Re 3 


a 


a. 


ae 
. 


— , ala 
yy. Se. ere 
TRS ret ' 


ee 


ADVERTISING AGE 


April Ze. 1949 


7's 


vats ie 


ADVERTISING MEDIUM 


NATIONAL MEMORIAL 


IN THE BLACK HILLS OF SOUTH DAKOTA 


Advertisements on the sides of trucks and trailers are not new, but the truck shown here probably represents the first purchase 
by a chamber of commerce of advertising space on a private trailer. The Rapid City, S. D., Chamber of Commerce bought 
the advertisement on the side of this Buckingham Transportation Company's trailer to advertise the Mt. Rushmore national 
memorial. 


Colossal Medium 


Gives Superlative 
Boys a Thrill 


New York, April 17.—An odor of 
sawdust pervaded the swank recep- 
tion rooms of leading advertising 
agencies here last week when Ring- 
ling Brothers-Barnum & Bailey 
Combined Shows transported the 
circus to Madison avenue as a pro- 
motion stunt. The object was to 
impress space buyers with the ad- 


vertising potency of the circus’ 
gorgeous, super-colossal, peerless, 
incomparable official program 
magazine. 


The medium for the promotion 
coup was a group of clowns in full 
regalia who barged in on beauteous 
agency receptionists, performed a 
few monkeyshines, dragged space 
buyers from their desks, presented 
them with copies of the publication 
and rate cards and waltzed out into 
the spring sunshine. 

The circus magazine is published 
by Joseph Mayer. Current issue is 


ComgrstsSochions 


To date Mothers have asked for 
750,000 booklets and samples 
through CONGRATULATIONS. 


72 pages with 29 pages of advertis- 
|ing, for the most part well-known 
national brands. National circula- 
tion is guaranteed at 1,009,000 cop- 


ies for the circus season 


Westinghouse Calendar 
Lists Advertising 

Westinghouse is offering all its 
appliance dealers a monthly calen- 
dar which schedules the company’s 
advertising according to the date 
it appears. In addition, copies of 
all the advertisements to come out 
that month are stapled to the calen- 
dar and each can be taken out to 
paste on a display easel. 

The monthly advertising chart 
enables dealers to tie up their own 
advertising and plan their local 
sales efforts in harmony with the 
national program 


Signs Stokes Bill 


The Stokes bill, continuing the 
“drink more milk” advertising cam- 
paign in New York state, has been 
signed by Governor Lehman. 
campaign, calling for a $310,000 
appropriation, will be financed by 
a tax on producers and dealers. 


Health Week to Kiernan 
Frank Kiernan & Co., New York, 
has been appointed to handle adver- 
tising of National Accident and 
Health Insurance Week, April 22-27. 
Insurance business papers and a 
series of posters will be used. 


ms 


HELEN ADAMS 


conducting 


“IT’S FUN TO 


KEEP HOUSE” 


Five Days a Week on ST. LOUIS KWK 


The | 


Distillery Offers 
Foster Stamps on 
Special Covers 


sJardstown, Ky., 
May 3, 


April 17.—On 
when the Post Office puts 
the first new Stephen Foster one- 
cent stamps on sale here, where 
the composer wrote “My Old Ken- 
tucky Home” in 1852, Bardstown 


Distillery will take over the job of | 


protecting the interests of 
collectors. 

A special “first day” cover has 
been prepared reproducing a min- 
iature of a fine etching of Stephen 
Foster’s portrait. These covers 
will be mailed to collectors on May 
3, When the stamps are issued, 
with a block of four one-cent 
stamps on the special envelope, in 
accord with the best stamp collec- 
tors’ practice. Any number of 
covers up to 10 will be mailed to 
| one address at a cost of five cents 


stamp 


each, which the company says does 
not defray the cost of the stamps, 
cover and handling. 

Bardstown Distillery is 
this offer through 
over the country. 
be addressed to Bardstown Distil- 
lery, Ine., enclosing stamps or 
money orders. 


making 
its dealers all 
Requests are to 


Barnes and Aaron 
Dissolves 


Barnes & Aaron, Philadelphia 
advertising agency, has dissolved, 
Warren E. Barnes entering a_ busi- 
ness outside the agency field, and 
Maurice W. Aaron joining E. L 
|Brown to form the Aaron & Brown 


|}agency The new agency will re- 
jtain the old organization at the same 
addr 1616 Walnut sti 


Young Agency Expands 

Mrs. Sara Tomerlin 
copy chief of Bor Teller, Inc., 
New York department store, and 
copy editor of Vogue joined the 
copy department of John Orr Young, 
|New York. Robert Gaston, former], 


Lee, former] 


iwith Saks Fifth Avenue, New York 
department store, has joined the art 
and production department The 
rency has taken additional pace 
Rockefeller Center 
ee © ° 
“Liberty” Shifts Staff 
In an expansion of its advertising 
| department ctivities, Liberty ha 
appointed ©. | Helfrich, of the 
Fastern staff, sales promotion man- 
iger, and Perry Githen publicity 
manage} Jacl Cilmer, formerly 
ith the Eastern sales staff, has 
been appointed Detroit manager. 
eding Herbert N. William 
signed 


Tobin Names LeQuatte 


Tobin Packing Company, F 
Dodge, Ia., has appointed H. B. Le 
Quatte, New York, to direct adver- 
tising for Brunch, new canned pork 


product Newspaper te 


t campaigns 
1 next +) 


nehe Or 


Coming 
Conventions 


April 22-24. Annual convention, 
National Newspaper Promotion As- 
sociation, Waldorf-Astoria, New 
York. 

April 23-25. Annual convention, 
American Newspaper’ Publishers 
Association, Waldorf-Astoria, New 
York. 

April 24-25. Sales and marketing 
conference, American Management 
Association, Hotel Roosevelt, New 
York. 

April 29-May 3. Tenth annual 
exposition, Premium Advertising 
Association of America, Palmer 
House, Chicago. 

May 2-4. Spring meeting, Associ- 
ated Business Papers, Inc., The 
Homestead, Hot Springs, Va. 

May 3-4. Annual convention, 
Advertising Affiliation, Hotel Stat- 
ler, Buffalo. 

May 7-10. National convention, 
Alpha Delta Sigma, college adver- 
tising fraternity, School of Journal- 
ism, University of Missouri, Colum- 
bia. 

May 10-11. Spring meeting, 
American Marketing Association, 
Hotel Commodore, New York. 
_ May 12-15. Spring conference, 
Association of National Advertisers, 
| Westchester Country 
N. Y. 

May 13-14. Second annual Busi- 


ness-Consumers Relations Confer- 
ence, Hotel Pennsylvania, New 
York. 

May 16-17. Annual meeting, 


{American Association of Advertis- 
jing Agencies, Waldorf-Astoria, New 
York. 

May 20-22. Annual convention, 
Southern Newspaper Publishers As- 


sociation, Baker Hotel, Mineral 
| Wells, Texas. 

May 20-22. Annual meeting, 
Proprietary Association, Biltmore 


Hotel, New York. 

May 21-22. Spring meeting, In- 
iland Daily Press Association, Hotel 
Sherman, Chicago. 

May 30-June 1. Annual meeting, 
National Advertising Agency Net- 
work, Park Central hotel, New Yori 

June 4-7. Annual convention, 
Lithographers National Association, 
Del Monte, Cal. 

June 23-26. 


Annual convention, 


| Public Utilities Advertising Associa- | 


i tion, Chicago. 
| June 23-27. Annual 
| Advertising Federation of America 
Chicago. 

June 24-26 Annual meeting, 
| Newspaper Advertising Executives 
| Association, La Salle hotel, Chicago. 

July 3-5 Annual convention, 
Trade Association of Advertising 
Distributors, Stevens Hotel, Chicago 


convention, 


July 7-10 Annual convention 
Pacific Advertising Clubs Associa- 
tion, Vancouver, B. C 


Aug. 12-15 
National Sign 
Pennsylvania, 

Sept. 26-28 
National Assoc 


ogral 


Annual con 

Association, 
New York 

Annual 


ention 


Hotel 
convention, 
ers, Chicago 


Oct. 2-4. Annual conve 
rect Mail Advertising 


ntion, Di 
Association 


Chalfonte-Haddon Hall, Atlantic 
Cits } 
Oct. 28-30 Annual conventior 
Financial \dvertise1 Associatior 

Tl Homestead, Hot Springs, V 


Conde Nast Shifts Two 


E. H. Porte, for the past SIX years 
ssistant sales manager of the pat- 


ter 11\ 


sion, has been appointed 
gencral sale manager of Vogue 
Pattern Service New York. a sub 


idiat if Conde Nast Publications, 
Ine Dwight Foster, formerly gen 
eral manager of the pattern div 


ion, has been appointed vice-presi- 

dent of Hollywood Pattern Com- 
pany. New York, anothe Cond 
Nast subsidiary 


Pacific Council Elects 


William H. Horsley, president, 
Pacitic National Ad tising Agency. 
Seattle. is been elected chairman 
of tl P f council of Ameri- 
cun Association of Advertising 
Agencies. Other officers are Dan B 
Mit Los Angeles, vice-chairman: 


Riay Gerber, Port] nd. ecretarv- 


Club, Rye, | 


ition of Photo-Lith- | 


—_.... “=p 


March Linage in 


Advertising Press 
Totals 217,238 


Chicago, April 17.—Promotio; 
linage in the advertising press { 
March totaled 217,238 lines, accorg- 
ing to figures released here toda 
This is over 11,000 lines mo, 
than for March, 1939, but some 24. 
000 lines less than was carried 
February. 

Newspapers, with 57,302 li: 
space, accounted for 26.38 pe: 
of the March total. The 41,4)9 
lines taken by magazines were 19 () 
per cent of the total. Radio 
in third with 38,346 lines, o1 
per cent. Business papers used 
964 lines, or 5.97 per cent, Li 
farm papers accounted for 7,12 
lines or 3.31 per cent. 

The publications on which the 
figures are based, together wit 


their individual records for Mar 
follow: 

Ling 
ADVERTISING AGE (WwW). 81,074 
Advertising & Selling (m) 23 29; 
Printers’ Ink (w)..... 39,349 
Printers’ Ink Monthly.. 12,978 
Sales Management (sm). 29 862 
Tide (sm) 30,683 


Raymond Levy Agency 
Gets Four Accounts 
Raymond Levy Organization, Ney 
| York, has been appointed to hand 
ithe following accounts: Lakeville 
Estates, home development in Ney 
|Hyde Park, Long Island; Orseth 
Realty Corporation, Flushing, L. I. 
|for a new series of Vogue homes in 
| Jamaica States North, L. I.; Wachs 
|Bros. Company, New York, and 
{Campbell Industries, Inc., for its 
| Encyclopedic Atlas and Gazeteer 
Wachs Bros. will launch a maga- 
zine campaign, using small space 
hinsertions, for its gold Perma-Kor- 
ners for wallets. The corners ars 
guaranteed to stay on for life. Both 
Lakeville Estates and Campbell In- 
'dustries will use newspapers. 


Moxie Issues Franchises 
New England bottlers have been 
| granted franchises for the first time 
to make Moxie, a beverage, and the 
Moxie Company, Roxbury, Mass., 
lplans a 1940 campaign using New 
England newspapers, magazines, 
outdoor advertising and radio. The 
jcampaign will be built around the 
slogan “I’ve Got Moxie.” Alley & 
Richards Co., Boston, is the ager 


' Johnstone Leaves WOR 


G. W. Johnstone has resigned as 
ldirector of public relations of Sta- 
tion WOR, Newark, to become di- 
rector of radio for the Democrat 
National Committee on May 1. Hi 
| headquarters will be in the Nationa! 
Press building, Washington, D. C 


| 


Many good advertising cam 
paigns fall short .. solely becaust 
they fail to reach the Purcha-ing 9 
Executive .. who today is a major 
influence in practically all buy- 
ing for industry, 

Get this purchasing 
tive on your side, A big help 
will be a regular schedule in 
Purcuasine..the only national 
magazine for Purchasing Execct 
tives. 


exvect 


. covering every central 
ized industrial purchasing unit 
in the United States! Full deta: 


from Conover-Mast Corporatio e 

205 E. 42nd St.. New York ¢ . 

333 N. Michigan Ave., Chicago . 
Bi 4 an ee Si ; 

| PURCHASING 
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ADVERTISING AGE 


ei et fel 


FOR SUMMER SALES 


§ 


Refailer’s Welfare 
Held Paramount for 
Display Success 


Bristol-Myers Experi : 
ences Cited; Haase De- 
fends Window Study 


New York, April 16.—A_ broad- 
minded approach to the retailer’s 
merchandising problems was recom- 
mended here today as the best for- 
mula for insuring acceptance of | 
national advertiser’s point-of-pur- | 
chase display material, by R. J. 
Ingram, display and_ promotion | 
manager, Bristol-Myers Company. 

Discussing his company’s experi- 
ences before the Advertising Club 
of New York, Mr. Ingram empha- 
sized the fact that the “window is 
the retailer’s primary advertising 
medium and not the manufactur- 
er’s.” The high rental value of 
store windows makes it mandatory 
for dealers to use every inch of 
available display space to feature 
a variety of items, thus ruling out 
the single product display, he said. 

As a specific example of display | 
planning which finds dealers recep- | 


Julius Kayser has produced a new line of 

‘Gone With the Wind" summer gloves, 

with which it hopes to even up the glove 

curve and overcome normally poor sum- 
mer business. 


answer this question he is aware of 
jat least 25 sectional and national 
iadvertisers who are putting the 
| material to practical use. 

Asks for Understanding 


Commenting on the outlook for a 


| 


| 


tive, Mr. Ingram cited the Bristol-| broader application of the findings, | 


Myers “Dental Needs” selling theme, | Mr. Haase pointed to the “struggle” 


whereby retailers are enabled to 
feature competitive tooth pastes, 
mouth washes, tooth brushes and 
dental floss. Despite the fact that 
Bristol-Myers reserves for itself the 
center of the display window, “the 
dealer appreciates our thoughtful- 


ness in helping him sell other dental | 
items, thereby increasing the aver-| 


age sale per customer,” he said. 


One Product Displays “Useless” 


Mr. Ingram recommended that 
advertisers recognize fast-changing 
conditions and plan their promo- 
tional efforts accordingly. In pass- 
ing he remarked that the “one prod- 
uct billboard type displays” are 
virtually useless today. 


Another phase of window display | 


advertising was discussed by Albert 
E. Haase, Vick Chemical Company, 
who was closely associated with the 
vindow display circulation study 
issued about two and a half years 
ago by the Advertising Research 
Foundation through the cooperation 
of lithographers, mounters and fin- 
shers and users of displays. 
Asserting that “of late there has 
been a re-awakened interest in the 
study and a keen desire to know 
how many advertisers are putting 
the findings to work,” Mr. Haase 
declared that while he has con- 
ducted no far-reaching effort to 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


i 


PHOTO-ENGRAVERS 
IN CHICAGO 


| which the Audit Bureau of Circu- 
lations faced before it won accept- 
ance as the recognized body for 
|publication circulation auditing; the 
four-year lapse before the Coopera- 
|tive Analysis of Broadcasting won 
,its spurs, and the “long period of 
persistent endeavor and work that 
had to be endured by the Traffic 
Audit Bureau” until it achieved 
recognition for its procedure in 
evaluating outdoor advertising cir- 
culation. 

He asserted that “enough time 
has not yet passed for any of us to 
judge the lasting value and signifi- 


cance” of the window display study. | 


Two or three years more will have 
to elapse before judgment can be 
passed, he declared. He also em- 
phasized the practical value of the 
study in relation to the steadily 
increasing demand for facts on re- 
|tail locations and the purchasing 
|habits of the consumer. 


Cincy Score Card 
Rates Advanced 

Space on score cards of games 
played at home by the Cincinnati 
National League ball club is costing 
50 per cent more this year than 
last. Although the Ohio State 
Liquor Board director had decreed 


that breweries could not buy space | 


Cincinnati breweries have 
major customers because 
brewers who don’t advertise is 
barred from the ball park. 


been 


supposition that they are buying the 


are not selling beer in the park, 
that function being performed by 


jadvertising is allowed, however, on 
|buckets in which vendors carry the 
beer 


Appoints Free & Peters 


Station KIRO, Seattle, has ap- 
pointed Free & Peters, Inc., as ex- 
|clusive national representative. The 
| station, which first began broadcast- 
jing Oct. 15, 1935, became the Seattle 
joutlet for the Columbia Broadcast- 
ing System Oct. 10, 1937. H. J. 
|\“Tubby” Quilliam is manager. 


| . . 
KFBI Opens at Wichita 
Station KFBI, which was moved 
from Abilene to Wichita, went on 
the air from the latter city for the 
first time April 21 with all programs 
sponsored. Herb Hollister is vice- 
president and general manager. 


| 


“Scholastic” Moves 


Scholastic Publications, publisher 
of Scholastic, Junior Scholastic and 
Scholastic Coach, has moved to 220 
FE. 42nd street, New York. 


beer of | 


The breweries are going on the | 


space from the ball club but they | 


the Midwest Sports Company. No| 


JOHN A. CAIRNS 
& COMPANY 


TEXTILE 
ADVERTISING 


45 EAST 17th ST. 
NEW YORK CITY 


| the parade with $822. 


be worth little. Sixteen states have 
been consistently above the national 
average for six years. They are Cal- 
ifornia, Connecticut, Delaware, IIli- 
nois, Maryland, Massachusetts, 


” 
Per Capita Income 
Only $515 in’ 
n y §5 5 in 38, | Michigan, Nevada, New Jersey, New 
,' Sarl jer gerne 
oae isl é as gton. 
Analysis Shows 


Quirks in Figures 


Washington, D. C., April 18.—Per| A few states, while still showing 
capita income in the United States|a@ lower per capita income than in 
declined to $515 in 1938, according | the golden year of 1929, made a bet- 
to an analysis released today by the| ter showing in relation to the na- 
Department of Commerce. This| tional average than in that year. 
compares with $566 in 1937 and | California’s ratio to the average in 
$536 in 1936. It is ahead of other| 1929 was 1.44; in 1938, 1.54. Ari- 
recent years, however, while being | Zona made the poor showing of 0.89 
identical with 1931. The 1929 figure | in 1929; in 1938, it had risen to 1.05 
was $679. |Colorado’s ratio was 0.92 in 1929; 

A breakdown by states showed|in 1938, it was 1.03. Connecticut 
that 19 exceeded and 29 fell below | exceeded its 1929 ratio on several 
the national average. New York led | occasions, but was back to the 1929 
Following in | figure, 1.36, in 1938. 
order were Nevada, $799; California, Maryland changed sharply for the 


$794; Delaware, $754; Connecticut, | better, its 1929 ratio being 1.01 
$698; Massachusetts, $656; Rhode| while in 1938 it had soared to 1.15 
Island, $656; Illinois, $599; New|Minnesota has improved its 1929 
Jersey, $599; Washington, $593:|ratio of 0.84 in every succeeding 
Wyoming, $593; Maryland, $592;|year, the 1938 figure being 0.98. 
Ohio, $577; Michigan, $576; Oregon,| Nevada is also doing relatively 
$553; Arizona, $543; Colorado, $531;| much better than it did in 1929. 


| Pennsylvania, $525: Montana, $518.| Rhode Island is in the same cate- | 
Wy-| 


Because of some rather startling! gory, while Washington 
year-by-year fluctuations, however, oming also seem to be 
figures for any one year appear to 


and 
exceeding 
their normal expectancy. 


General Tire Pushes 
“Squeegee” Brand 


Both general and business publi- 
cations are being used by the Gen- 
eral Tire Company, Akron, O., in 
pushing its “Squeegee” passenge: 
car tires. The general magazine 
being used are American Magazin¢e 
Collier’s, Fortune, Liberty, Life, The 
Saturday Evening Post and Time. 

Four-color full pages and two- 
color half pages are being used with 
human interest copy stressing the 
quality theme. The copy is pointed 
at both men and women. 


Witt Heads Broadcasters 
Harry W. Witt, sales manager for 
the Columbia Broadcasting System 
in southern California, has been 
elected president of the Southern 
California Broadcasters Association. 


WHEC Joins MBS 


Station WHBC, Canton, O., has 
joined the Mutual Broadcasting Sys- 
tem as the 13lst MBS affiliate. 


E R EE with your 
first Order 

Jar and Brush FREE with your first order 
S S Artist Rubber Cement. Nationally 
used, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Frishets use $ $ Spe- 
Q cial Frisket Cement, $3.50 per gal 


)RUBBER CEMENT CO. 


3438 No Halsted St., CHICAGO, ILL 


to save time and effort. 


100 E. OHIO ST., CHICAGO 


When in Doubt, Refer to The 
Market Data Book 


In it you will find basic information regarding every 
trade and industrial field, with detailed statistical data 
regarding size, distribution of units and buying power. 
In addition it contains classified directory information 
on every business and professional publication in the 


United States and Canada. Use The Market Data Book 


THE MARKET DATA BOOK 


330 W. 42nd ST., NEW YORK 


Offices in Atlanta, San Francisco, Los Angeles 
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New ‘Champion’ 
Called Tribute 
fo Research 


Sales Manager of 


Studebaker Relates 
Success Story 
Chicago, April 18.—The ground- 


work for the spectacular success of 
the Studebaker Champion was laid 
by research which indicated that 
the public was eager for a car 
which could be operated economic- 


ally. Though veteran automotive 


engineers threw up their hands in | 


horror at the idea 
the traditional practice of 
changeable parts, subsequent events 
more than vindicated the verdict 
ot the research experts. 

This was the moral of the story 


brought to the Chicago Federated | department; B. C. Davison, product supervisor; E. R. Wolfert and R. 


Advertising Club today by C. S. 
Fletcher, dynamic young sales man- 
ager of the Studebaker Corpora- 
tion. How the Studebaker organi- 
zation hit motorists and dealers, 
particularly the latter, with every- 
thing it had in putting over the 
new car, was related by Mr. 
Fletcher in such detail that his re- 
cital caused Elon G. Borton, club 
president, to the wonder 
which filled entire audience: 
“What does Fletcher do with 
his time?” 


express 
the 
Mr 


Dealers Deluged 


It might also have been asked 


how the dealers managed to digest | ™ander, 


the avalanche of sales 
material made available to them by | 
Studebaker. That they and their 


of abandoning | 
inter- | 


Executives of Westinghouse’s commercial refrigeration and air conditioning de- 


in 75 


cities. 


partment map out plans for one-day ‘'Plug-In-To-Profits’’ meetings to be held 
Left to right, W. R. Mason, advertising and sales promotion 
manager; L. Gale Huggins, product supervisor; P. Y. Danley, manager of the 


H. Hull, 


| section engineers. 


salesmen did assimilate it is 
|cated by 1939 sales figures of $82,- 
| 000,000 and a net profit record of 
| $2,900,000 

| The thinking which led to the 
| development of the Champion dates 


| back 15 years, Mr. Fletcher ex- 
| plained. The trend for many years 
was toward heavier, bigger and 
more comfortable cars, with a sac- 
rifice of economical operation. This 
trend was reversed with the intro- 
duction of lighter cars in the mid- 
dle price field, Studebaker’s Com- 


for instance, being reduced 


promotion | from 4,100 to 3,200 pounds. Though 


many other industries, such as the 
railroads, were discovering the folly 
of giving heavy loads free trans- 


portation around the country, and 


” though it was obvious that the low 
S price field was in special need of a 
light-weight car which could be 

| operated at low cost, the automo- 


The New York Metropolitan Edi- 
tion of CONGRATULATIONS guar- 
antees 50,000 annual circulation. 


| tive industry was slow to take the 
plunge. 
Even the sport of kings provided 


25th Anniversary Number 


ORDER NOW... NEW 1940 


Standard Advertising Register 


The new 1940 edition of 
the Standard Advertising 
Register is the 25th Anni- 
versary number. For 25 
years it has been con- 
stantly enlarged and the 
scope of data greatly 
increased 

The new 1940 Register lists 
over 12,000 national and 
sectional advertisers. It 
gives the personnel of 
the advertiser, including 
advertising manager, 
sales manager, divi- 
sional managers, etc. It 
shows the Agency or 
Agencies placing the ac 


count, in most instances 
with the agency account 
executive. Further it out- 
lines the distribution of 
the advertiser's product. 
In fact, it gives all data 
necessary to effectively 
solicit the advertiser or 
agency either by mail or 
in person. Get more in- 
formation about this val- 
uable service prices 
and sample pages 

Write our nearest office 


NATIONAL REGISTER 
PUBLISHING COMPANY 


330 W. 42nd St. 333 N. Michigan Ave. 
NEW YORK CHICAGO 


indi- 


a ready example of the reign of low 
weight. Mr. Fletcher exhibited four 
horseshoes made of aluminum al- 
loy, which he said weigh only two 
ounces, or about one-half as much 
as aluminum shoes formerly worn 
by thoroughbreds, It is 
changes that 
Sea 
turf 


such 
make it possible for 
Biscuit and other stars of the 
to establish new records. 


Company at Cross Roads 


Studebaker came to the cross 
roads five years ago when it asked 
itself two questions: 

“Do present low price cars meet 
the requirements of economy? If 
not, what kind of a car does the 
public want?” 

The resulting survey indicated a 
strong demand for economy without 
any sacrifice of luxury, and the 
Champion was conceived in that 
moment. Interpreting the meaning 
of economy, Mr. Fletcher said that 
American motorists traveled 250 
billion miles in 1938. If Studebaker 
cut 20 per cent off the expense a 
billion dollars would be saved on 
gasoline alone. 

In preparing to manufacture the 
Champion, Studebaker bought every 
low priced European and American 
car and dissected them to study 
each of the 30,000 parts making up 
an automobile. The final decision 
was to abandon the idea of inter- 
changeable parts and concentrate on 
producing a light, comfortable, safe 
car which would consume the mini- 
mum of gasoline. When the first 
100 Champions came off the assem- 
bly line, they were sent out on 
gruelling excursions to test their 
stamina. 


Dealer Contest Launched 


Meanwhile, rumors of the forth- 


| coming car had permeated the trade 


meetings of small groups. 
Sound Movie Used 


The piece de resistance of all of 


| this was a $45,000 sound movie de- 


| 
| 
| 


| 
| 


| another 


| 
| 
| 
| 
| 


signed to show dealers all of the 
obstacles they would meet in sell- 
ing the new car and how to over- 
come them. The knowledge gleaned 
by the sales organization from all 
of this cramming was measured by 
booklet, “Information, 


Please,” consisting of 100 questions 


| which every retail salesman had to 


answer correctly before he was al- 
lowed to resume his chores. Since 
the tripled volume expected by 
Studebaker meant that dealers had 
to sell three times as many used 


| cars as formerly, the company also 


| 


issued a book on reconditioning and 


| marketing such automobiles. 


Seventeen men hopped into 17 
cars and spent three months on the 
road showing a new movie, “Ahead 
of the Parade.” 


| with Cole Brothers’ circus by way 


|of introducing a novel touch. 
| after 


| 
| 


Soon 
thought it was 
time to substantiate some of the 
claims it had been making, so it 
embarked on a round of testimonial 
advertising. If this wasn’t enough, 
it also staged some coast-to-coast 
runs under the supervision of the 
American Automobile Association, 
which gave it some more advertis- 
ing fodder. 


Added 2,100 Dealers 


About this time, August, 
had rolled around and it was time 
to introduce a new model of the 
Champion, so 17 men went on the 


Studebaker 


road with “mechanized presenta- 
tions’ which enabled them to reach 
the entire dealer organization in 


eight days. The Gilmore contest 
was won by a Champion shortly 
after, and Studebaker again needled 
dealers with another $50,000 con- 
test, “Make Selling Your Hobby,” 


and designed to get more motorists | 


into the Champion for demonstra- 
tions. 

All of this resulted in addition of 
2,100 new dealers to the organiza- 
tion, in addition to the 117 per cent 
sales increase. 

Mr. Fletcher concluded by indi- 
cating that Studebaker’s job is just 
beginning. 

“If the industry will continue to 
produce better cars with a reduced 
operating cost,” he said, “by 1960 


'we will be delivering 500 billion 


miles at the cost of today’s 250 bil- 
lion.” 

John P. Roche and James F. 
Cleary, president and 
dent, respectively, of Roche, Wil- 


jliaams & Cunnyngham, the Stude- 


baker agency, who sat at either 
hand of the speaker, nodded assent. 


‘Loan Association Appoints 


The Kirkwood-Federal Saving: 
and Loan Association has appointed 


| Kelly, Stuhlman & Zahrndt, Inc., St 


and dealers and public alike were | 


inclined to sit back and 
display. This cost Studebaker $50,- 
000, the stake in a prize contest 
which put the dealers back at work 
While this was going on, Studebaker 
was working the last bugs out of 
the Champion, which presently was 
ready for the American motorist. 
Studebaker spent $600,000 in 
newspapers, $300,000 in magazines 
and $250,000 on spot radio, with 
another $100,000 for sales aids for 
an organization of dealers who had 
never sold a low price car and had 
no idea of the competitive situation 
in that line. The list of literature 
included a teaser booklet for dis- 
tributors; an eight-page folder list- 
ing all of the promotion material 
available; invitations to private pre- 
vues, these being sold to dealers: 
1,000,000 copies of the “Studebaker 
Wheel,” the company’s house pa- 
per; a book of complete instructions 
for dealers and their 
marketing the new car; a 28-page 
book of specifications of every low 
price car in the country; a 224-page 
volume on “The New Champion,” 
each retail salesman being expected 
to show this to five prospects daily: 
“Selling Under To- 


sht books on 


eis 


await its | 


Moves Ohio Offices 


salesmen in 


Louis, to direct its campaign for 12 
months in territory adjacent to St. 
Louis. A test campaign was made 
last year. 


Ohio office headquarters of the 
Browne Vintners Company, Inc., 
have been moved from Columbus to 


the Chester Twelfth bldg., Cleve- 
land An expanded = advertising 
program is under way in Ohio. 


‘ Ld hd ’ 
‘Safety Engineering” 40 

Safety Engineering magazine is 
celebrating its fortieth anniversary 
It has been published by Alfred M 
Best Company, Inc., for the 
four years 


Studebaker tied up | 


1939, | 


vice-presi- | 


past 


Favor of Pros in 
Expanded Program 


Boston, April 17.—As a result of 
a 50 per cent increase in golf bal) 
sales in its 1939 consumer cam- 
paign, Acushnet Process Sales 
Company, New Bedford, Mass 
expanded its 1940 approp: 
Its policy of seeking to divert 


ball sales from drug stores ang 
cigar stores to golf profess 
will be stressed with cartoo: 


quences ridiculing the idea of 
ing golf balls from anybod 
golf experts. 

The first advertisement in this 
year’s consumer campaign appeared 
in the April 13 issue of The Satur- 
day Evening Post. Half pages also 


are scheduled for Fortune, Golf. 
Golfing, Life and Newsweek. Thy 
copy will appear from Apri! to 
September. 


Besides cultivating the good wij! 
of the professional the 1940 pro- 
gram includes introduction of a4 
new type of golf ball meant only 
for professionals and unusually 
|hard hitting players. This item 
|will be introduced by space in 
Golfdom and P.G.A. magazine, and 
by direct mail. H. B. Humphrey 
Company, Boston, is the agency 


Plans Flavor Campaign 


“Burgundy cherry,” a new flavor, 
will be promoted in May with a 
national campaign aimed at soda 
fountain operators by J. Hungerford 


Smith Company, Rochester, maker 
of fountain fruits and flavors 
American Druggist, Drug Topics, 


Pacific Drug Review and _ Soda 
Fountain Magazine will be used 
F. A. Hughes Company, Rochester, 
has the account, with John P. Mc- 
Carthy as account executive. 


Grape Growers to Meet 

| A public hearing on a proposed 
|marketing agreement for Tokay 
|grapes produced in California will 
| be held April 29 at Lodi, Cal., under 
|the auspices of the Division of Mar- 
|keting and Marketing Agreements 
i. the United States Department of 
Agriculture. 


Link Richmond Papers 


The Richmond Times-Dispatch 
land the Richmond Evening News 
lhave made arrangements for joint 
'publication, both papers eventually 


lto be printed from the same plant. 


Owl Stores Use Radio 


| Owl Drug Stores, Los Angeles, 
has appointed Raymond R. Morgan 


Company, Hollywood, to handle its 
|radio advertising. 


! 
PRES-A-TINT 


Should be 
Artists. 


used by your 
Cut down your over 
head on Ben Day and high- 
light engravings. 
Pres-A-Tint is as easy a5 
using your lead pencil. 
See vour local Art 
Dealer or write. 


FINE ART MFG. CO. 
208 St. Clair Ave., N. W. 
Cleveland, Ohio 


— 


‘ 
PUBLISHING OPPORTUNITY 


Owner-Publisher of class ournal 


important field, is 


owner 
ticularly directed to 


NEWSPAPER, MAGAZINE 


value of property which has 
and circulation 
operating profitably 


| ently warrants, by addressing: B 


interested in individual with abilitv and exper 
in the publishing field. Must be capable of 


( apital from $5,000 to $10,000 necessary 


who desires to make investment and devote all or part time to build 
unusual possibilities 
Executive offices in Middle West 
Interview can be arranged, if background a 


national circulation, exclusiv« 


sharing responsibiliti« 
This me 


OR AGENCY EXECUTIVE 


in both advert 
Publication ! 


x 2094 Advertising Age, (hic 
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Dr. Harvey Wiley © 
‘Takes Stand in = 


‘Good House’ Case 


Work of Noted Physi- 
cian Chief Topic at 
Hearing | 


New York, April 17.—The work | 

Dr. Harvey W. Wiley, who died 
a decade ago after more than 10 
years of service for Good House- 
keeping in its testing laboratory, has 
been the chief subject of testimony | 
in recent hearings being held by the 
Federal Trade Commission in con- 
nection with its charge against the 
magazine of misleading advertising. 

New York hearings were com- 
pleted today with proceedings to be 
resumed in Chicago next Wednes- 
day, April 24. Chicago hearings are 
expected to last a week or ten days, 
and will be devoted largely to tech- 
nical rebuttal by Hearst witnesses of 
specific charges made in the com- 
plaint 

Although the name of the late 
Dr. Wiley has been entered on a 
yoluminous record many times since 
hearings began last fall, his work 
became the prime subject of testi-| once written to the contrary. 
mony only during the past few days.; The letter, dated Nov. 1, 1926, | 

The subject was brought up when | was addressed to J. S. Abbott, In- | 
C. H. Hathaway, assistant to the| stitute of Margerine Manufacturers. 
president, Gulf Oil Corporation, was! After explaining what the “tested | 
on the stand. T. W. Digges, chief! and approved” seal of Good House- 
counsel for Hearst Magazines, Inc.,| keeping implies on a product, the 
brought out on direct examination | jetter contained the following para- 
that Mr. Hathaway was associated graph: 


wit d Housekeeping duri the 
ith Goo ping aie Committee Reviewed Decision 


period 1911-28. 

Starting with the magazine as a_ “I pass upon the claims of both 
salesman, he rose to advertising foods and toilet articles. My de- 
manager, then business manager, cision on claims is reviewed by a 
and for the last five years was gen- | committee consisting of the editor- 
eral manager of International Maga-|in-chief, the business manager of 

ne Company, which was then the | Good Housekeeping, and Mr. Hatha- | 
publisher of Good Housekeeping as way, the vice-president of the 
well as other Hearst magazines. Hearst organization. They rarely 
disagree with me on claims. Some- | 

times they are more lenient than I 
and admit claims which I, myself, 
would not approve.” 

On redirect examination of Mr. | 
Hathaway, Mr. Digges brought out 
that the witness could not recall any 
instance in which Dr. Wiley disap- 
proved of a product which was later 
advertised in the magazine. 

Asked if the final portion of the | 
letter referred to was a true state- 
ment of fact, the witness answered 
that while Dr. Wiley’s integrity was 
such that he “would not make a| 
misstatement,” the paragraph in| 
| question should be interpreted in a 
| different way. 

He went on to explain that “in 
times | 


BEATS OOMPH EASILY 
a 


Evelyn Lynne, 
Breakfast Club program, goes ‘way be- 


songstress on the NBC 


yond oomph, according to Chicago 
radio engineers, who have picked her as 
the “amph girl" for their annual dance, 
over which she will reign. The non- 
sensical gadget is an ‘“amph-meter,” 
registering all the way from “ohmph" or 
“beer through ‘flat tire,” “icicle,” “it,” 
“os x,” OM, 


on the acceptance or disapproval of 
a product and its advertising, he 
produced a letter from the files of 
the U. S. Department of Agriculture 
which revealed that Dr. Wiley had 


Coca-Cola Once Rejected 


Mr. Hathaway testified that he 
succeeded Richard H. Waldo as 
business manager of Good House- 
keeping. As a previous witness 
caled by the defense, Mr. Waldo 
had described the operations of the 
magazine’s testing laboratories. Mr. 
Hathaway gave similar testimony 
concerning his period in office. 

The name of the Coca-Cola Com- 
pany was entered into the record 
when Mr. Hathaway testified that 
Dr. Wiley had tested the product 
and disapproved it for advertising 
in the magazine. 

James L. Fort, in charge of the 
prosecution for the FTC, introduced 


a surprise in cross examining Mr. all probability there were 
Hathaway. After getting an affirm-| when some of us may have dis-| 
ative answer from the witness as to agreed with Dr. Wiley. These dis- | 


whether Dr. Wiley’s word was final| agreements were always voiced in 
|the meeting or in correspondence, 
and it is possible that Dr. Wiley | 
may have reluctantly, sometimes, 
taken the viewpoint which someone | 
else in the group had. 
“So far as I know, no decision 
was made and no advertising ac-| 
cepted until—either in writing, or 


A Complete 


LETTER SERVICE 


in some memorandum or in some 
meeting—Dr. Wiley had agreed, | 

- lreluctantly or not, to the changes | 
that were made.” 


Autobiography Read 


Mr. Digges’ final question of Mr. 
Hathaway came as a surprise. He| 
asked: “Was Dr. Wiley in the full 
possession of his mental faculties on 
Nov. 1, 1926, in your opinion?” The 
witness’ answer was “Yes.” 

The matter of Dr. Wiley’s respon- 
sibilities did not rest there. Today, 
|Mr. Digges introduced and gained 
the admission into evidence of Dr. 
Wiley’s autobiography. One section 
of the book contains a direct refer- 
ence to Dr. Wiley’s duties. This was 


Small and large users of 
Direct Mail will find our 
Prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 
Delaware 3244 


introduced by Mr. Digges to offset 
the letter produced by the FTC. 
On page 304 of his book, Dr 
Wiley wrote as follows: “A great 
deal of my work has been the cen- 


| problems to 


| jected.” 


| Dr. Wiley’s contract with the 


Digges 
show that 


|aminer Webster Ballinger upheld an 
| FTC objection that Miss 
|not qualified to say whether or 


|B. Walker, 


| Company: 


| pieces of evidence introduced by the 


soring of advertising submitted to 


the magazine. This duty has been 
jarduous and highly exciting at 
times. I have censored the adver- 


tisements relating to health, 
tation, foods, beverages, toilet arti- 
cles and the like. The work has 
involved numerous investigations to 
determine if products advertised 
were free from injurious substances. 

“One would think that business 
men engaged in the conduct of a| 
great magazine and wishing to 
make it financially remunerative 


sani- 


would have objected to the rejec- | 
| tion of the 
|advertising that have 
|my ban! 
| followed 


many articles offered for 
come under 
However, they have loyally 
out their contract and 
Good Housekeeping has never ad- 
vertised any articles under my 
censorship unless approved by me 
“T will confess that on not a few 
occasions I have had very difficult 
solve. There are so 
many products which are just on 
the border-line of acceptance or 
rejection. I have had very little 
difficulty with the quality of the 


products. The principal trouble has 
been the extravagance which the 


writers of advertising think is 
necessary to introduce into adver- 
tising text. In 17 years more than 
a million dollars worth of adver- 
tising offered Good Housekeeping 
in my department has been re- 


Contract Discussed 


The same subject was pursued at 
greater length when Said B. Flaum 
took the stand as a Hearst witness. | 
A Good Housekeeping employe for 
many years, she testified concerning 
maga- | 
zine. The contract in question cov- | 
ered the years 1920 to 1923, and Mr. 
sought without success to 

it was the last written | 
document entered into between Dr. 
Wiley and his employer. Trial Ex- | 


Flaum was 
not 
this was the last contract. 

A photostatic copy of the contract 
was offered in evidence but was not 
accepted. It is expected that Mr. 
Digges will recall Mr. Hathaway to 
the stand for testimony expected to 
clear the way for its admission. 

Among other witnesses was Stuart 
manager of the service | 
division of United States Testing | 
Company. In rebuttal of a previous 
FTC witness who had declared that 
this company among others 
made adverse reports on the rug} 
cleaning product Chromatone, he 
declared that his company had not 
tested the product. 

Also called by Hearst were Wil- 
liam T. Okie, account executive of 
J. M. Mathes; Phillip Ritter, Jr., 
vice-president of Phillip Ritter) 
R. T. O’Connell, proprie- | 
tor of an agency under his own 
name; Winthrop Hoyt, president of 
Charles W. Hoyt Company, and 
| Joseph W. Myers, vice-president in | 
charge of engineering, Proctor Elec- | 


has | 


tric Company. 
All of the agency men, like the| 
others previously called, told of 


their experiences with Good House- 
keeping’s laboratories. The testi- 
mony of Mr. Okie and Mr. O’Con- 
‘nell was stricken from the record 
as irrelevant, as was Mr. Myers’ 
The examiner indicated that their 
| remarks may be reinstated in the 
record if subsequent developments 


|show their relevancy. 
Hirestra Head Testifies 
Rebuttal testimony in answer to| 


FTC during their part of the case 
was supplied by Robert I. Rheins- 
trom, president of Hirestra Labora- 
tories, Inc., and W. A. Miller, office 
manager of Good Housekeeping. 

Mr. Rheinstrom testified concern- 
ing the Hirestra product, Endo- 
creme. He told how the product 
was submitted to the magazine's 
laboratories for testing. Dr. Walter 
H. Eddy insisted that the product 
be tested by independent labora- 
tories and physicians before being 
accepted for advertising in Good 
Housekeeping. Hirestra spent 
proximately $2,000 in having such 
tests made, and the product was 
subsequently approved and accepted 
for advertising. 

Mr. Miller was put on the stand 
to nullify an FTC exhibit consisting 


ap- 


| som P 
| “These sixteen sentences 


SOUTHERN COPY 


CALCIUM 
for Healthy Teeth and Bones 


O-4y UBELISK 


on a FLOUR 


Obelite, a new leavening ingredient, is 
prominently featured in the new cam- 
paign for Ballard & Ballard'’s Obelisk 
self-rising flour which has just started in 
30 Southern markets. Henri, Hurst & 
McDonald, Chicago, is the agency. 


Me. ennen Tackles 
Athlete's Foot 
with Quinsana 


Newark, N.J., April 17.—Athlete’s 
foot is the target of a comprehensive 
professional campaign launched by 
the Mennen Company on behalf of 
| Quinsana powder. Copy makes the 
point that athlete’s foot is America’s 
No. 1 skin disease, infecting more 
than seven out of 10 persons, a total 
of 70,000,000 men, women and chil- 
dren. 

Single and double-page advertise- 
ments are being run in professional 
publications. A series of mailings 
is planned to reach chiropodists, 
podiatrists, doctors, medical super- 
visors in industrial plants and 
| offices, public health nurses, coaches 
j}and athletic directors, country club 
}supervisors, hospitals, nurses, and 
others concerned with foot health 
Samples of the product and litera- 
| ture are being mailed to this list for 
'distribution to those whose health 
|is directly or indirectly in their care 


Appoint Brooke, Smith 
The Automobile Club of Mich- 
ligan and the Detroit Automobile 


|of a Post Office fraud order against 
| Irving-Vance Company, 


which for- 


merly advertised a correspondence 


|course in Good Housekeeping. Mr. | 
| Miller 
| company, 


that 
1932, stating 
would accept no 
The fraud order 
year later 


produced a letter to 
dated June, 
that the magazine 
further advertising 
was dated just one 


AAIE Meets Mey 13-14 


The American Association of In- 
dustrial Editors, Inc., an organiza- 
tion of editors of employe pub- |! 
| lications, will hold its first annual 
convention at the Netherland Plaza 
hotel, Cincinnati, May 13-14 


Dental Papers Appoint 


Dental Survey, Dental News and 
Dental Laboratory Review, pub- 
lished by Dental Survey, Inc., 
neapolis, will be represented on 
the West Coast by Duncan A. Scott 
& Co., San Francisco and Los An- 
geles. 


Min- | 


| Inter-Insurance Exchange have ap- 
pointed Brooke, Smith & French, 
line. Detroit, to handle their radio 
advertising. 


Agency Networks to Meet 

The National Advertising Agency 
Network will hold its ninth annual 
convention at the Park Central 
hotel, New York, May 30-June 1. 
Oakleigh R. French, St. Louis, is 
managing director. 


Push “Pres- A-Tint”’ 


| A new type of shading sheet for 

artists and offset, called Pres-A- 
Tint, has been developed by the 
Fine Art Mfg. Co., 208 St. Clair 
lavenue, N. W., Cleveland. 


MAILING SERVICE 


Multigraphing Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


140 So, Dearborn St. Wabash 8655 
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Read these exciting words 


about an exciting new book — 


taken to heart, to 
mind, and to memory—can transiorm a 
writer who merely fills white space with 
words into one whose words will fill stores 
with customers.” 
Victor O. Schwab, President, 
Schwab & Beatty, Inc. 


“Sales men as well as copy writers could 

well follow the technique he has outlined.’ 
Chesser M. Campbell, Advertising 
Manager, The Chicago Tribune 


Just Out! 


HOW TO WRITE 
ADVERTISING 
THAT SELLS 


By Crype Bepewr 


924 pages, 6 x 9, $4.00 


This practical manual discusses in 
problems of the advertising « 
tools with which he works, the elements of 
elling strategy, and the methods of ap ply- 
ing them to produce effective ads It Rives 
special emphasis to the many rules, formulas, 
key points, etc., exemplified in successful 
idvertisements, and builds up a complete 
method of approach for using these devices 
to put greatest selling power into copy 


detail the 
opy writer, the 


Every point in this book is founded on ( 
rich experience of 15 years as sales and adver 
tive with such companies as Marshal! Field 
James O. McKinsey and Company, N. W 


und Butler Brothers You can use his teste 
rease the pulling power of your « 


p 
py 


‘yde Bedell’s 


“There is real meat in this chapter for ex- 
perienced copy writers as well as for all the 
‘budding generation of advertising men and 
women. 
T. B. Freeman, President, 
Butler Brothers 


“The most comprehensive study of 

tising it has been my pleasure to read 
Milo J. Sutliff, Vice-president 
Literary Guild of America 


adver- 
” 


“IT believe that this volume may well do for 
students of advertising writing what A. 
Quiller-Couch'’s masterly essays on the Art 
of Writing have done for students of the 
general art.” 
Nelson Doubleday, President, 
Doubleday, Doran & Company 


PA tt 


Some of the practical 
helps this book gives 


@ 31 selling stratagems—a complete selling 
formula, with full details and explanation 
of its use 


@ 16 touchstones of ad writing—simple but 


powerful checks for copy before it 
released 

@ demonstration of copy writing 

® chapter on direct mail copy 

@ a key to the magic of words 

® pointers on pre-check and after-check of 


copy, et 


4QW TO WRITE 


tising execu 
& Company, 
Ayer & Son, 
1 methods t 


ADVERTISING 


tHat Gebls 


1 SEE IT 10 DAYS ON APPROVAL—SEND THIS COUPON TODAY t 
i MeGraw-Hill Book Co., Inc., 330 W. 42nd St., New York, N. Y. 1 
1 Bend me Bedell's How to Write Advertising That Sells for 10 days’ examir ution on approval In 10 days 1 
i I will send $4.00, plus few cents postage, or return book postpaid. (Ios paid on orders accompanied ' 
by remittance.) 
: Name : 
1 Address Positior 1 
a ty and State Company Age 422-40 i 
Se Books sent on approval in U. 8S. and Canada only | 
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Measurement of 
Spot Radio 
New NAB Project 


Chicago, April 16.—A_ proposed 
‘“‘Media Records” of radio advertis- 
ing, and NAB participation in the 
convention of the Advertising Fed- 
eration of America to be held June 
23-27 in Chicago, were among the 
matters discussed by the Steering 
Committee of the NAB Sales Man- 
agers’ Division, which met here 
yesterday. 

The committee reiterated the need 


for an accurate yardstick to de- 
termine radio advertising activity 


and trends, especially in the national 
spot and local fields. The NAB Re- 
search Department has had such an 
index, in the form of a standard 
unit of measurement, under con- 
sideration for several months. The 
data would be made available to 
member stations and to interested 
agencies and advertisers. 

Preliminary plans for “Broad- 
casters’ Night” at the forthcoming 
AFA Convention were _ discussed 
and approved by the committee. 
Tuesday evening, June 25, will be 
NAB Night when the broadcasting 
industry will present a program of 
broadcasts, specialty acts, music and 
other entertainment in compliment | 
to the AFA and its members. Chi-| 
cago stations and networks will! 
form a program committee under 
William R. Cline, commercial man- 
ager of WLS and chairman of the 
NAB Sales Managers’ Division, to| 
line up the necessary talent and 
work out final details for the eve-| 
ning’s entertainment. 


For the convention, the NAB 
Sales Managers’ Division is also 


Congrst-Sochion Ss 
14% of the mothers receiving CON- 


GRATULATIONS write in to its 


Service Department. 
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ings over 100 
photo ideas every 30 days 

its pictures have life, 
selling story 
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4 usable | 


will dramatize 


any 
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1 gest advertisers r 
over the world. It sells itself by mail. Jt’ 
rot to be good. 

Write f FREE bool interesting proofs 


no gations | 
EYE*CATCHERS, Inc. 10 E. 38 St. New York 


| 


| rules 


| or bureaus within 


planning a panel discussion of in- 
dustry sales and advertising prob- 
lems, one session to be open to AFA 
members. 

The activities of the Bureau of 
Radio Advertising were reviewed by 
the committee and the problem of 
dealer-cooperative advertising dis- 
cussed at length. Present at the 
meeting were the following: Wil- 
liam R. Cline, WLS, Chicago; Ellis 
Atteberry, KCKN, Kansas City, 
Kan.; Craig Lawrence, KSO, Des 
Moines; Charles Caley, WMBD, 
Peoria; Barney Lavin, WDAY, 
Fargo; Samuel J. Henry, Jr., NAB 
Bureau of Radio Advertising. 

Also present were C. E. Arney, 
Jr., recently appointed assistant to 
the president of NAB, and Earle 
Pearson, general manager of the 
AFA, who was a luncheon guest 
and who outlined general plans for 
the Federation’s 36th annual con- 
vention. 


Logan-Walter Bill 


Passes House; 
FIC Is Exempted 


Washington, D. C., April 18. 
The House of Representatives to- 


| 


day passed the Logan-Walter bill, | 


providing standards of procedure 


for federal agencies, but specifically | 


excluded the Federal Trade 
mission from its provisions. It was 
freely predicted that a Presidential 
veto awaits the measure. 
Sponsored in the House by Rep- 
resentative Francis J. Walter, of 
Pennsylvania, and in the Senate by 
the late Senator M. M. Logan, of 
Kentucky, the bill seeks to clip the 
wings of some of the new deal 
agencies insofar as orderly proced- 
ure would achieve this end. It re- 
quires mandatory publication and 
hearings by all administrative agen- 
cies as a preliminary to issuance of 
and regulations, as well as 
hearings on existing rules and reg- 
ulations if an application for such 


review is filed. 


To Reconcile Decisions 
The 


measure also provides for 


establishment of boards of appeal | 


within each administrative 
to coordinate and 
flicting rulings of individual officers 
the administra- 


agency 


tive organization. 

Advertisers had supported the 
bill, chiefly on the theory that some 
curtailment of power of the Federal 
Trade Commission is desirable. A 
similar bill is on the calendar of 
the Senate, which apparently 
awaited House action. 

Opposition to passage of the Lo- 
gan-Walter bill was led by Repre- 
sentative John D. Rankin, of Mis- 
sissippi, who charged that it would 
virtually “destroy” the Rural Elec- 
trification Administration, “ham- 
string” the Securities and Exchange 
Commission and “strangle” the Fed- 
eral Power Commission. Represent- 
ative John N. Vorys, of Ohio, 
charged that the FTC and other 
agencies were exempted from the 
bill’s provisions to get votes 


Leam Publishing Formed 


Leam Publishing Company, New 
York, has been incorporated as 
publisher of Baby Talk. George 
Garland, who has been advertising 


tion as a house publication four 
years ago, is vice-president and gen- 
eral manager of the new company. 
Norris H. Evans has resigned as 
vice-president of Wadsworth & 


Walker, New York, to take charge | 


of advertising. 


To “Physical Culture” 


Edward Faust, formerly promo- 
tion manager of Elks Magazine, has 


|been appointed to the same position 


with Physical Culture. He will con- 
tinue as kennel editor of Elks and 
Everywoman’s. 


Riddell to Burnett 


Walter Riddell, Jr., has joined the 


production department of Leo Bur- 
nett Company, Chicago agency. He 


Inc., Chicago typographer. 


Com- | 


reconcile con- | 


|manager since the magazine's incep- | 
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% Gain % Gain 
15-Week 15-Week 15-Week or Loss’ or Loss 
Period Period Period 1940 1940 Week Week > Gair 
Ended Ended Ended over over Ended Ended or 
Apr. 16, 1938 Apr. 15,1939 Apr. 13, 1940 1938 1939 Apr. 15, 1939 Apr. 13,1940 Lass 
<_.  SePeererrrrr ~ 3,622,079 2,839.778 2,644,434 —27.0 6.9 210,025 189,172 
| Albany, N. Y. 2,294,513 2,241,331 —6.4 -2.3 176,464 194,152 Li 
NAtlanta, Ga. ...... 4,788,392 4,187,316 —3.2 —12.6 336,308 321,146 { 
PRSCAINOTS, BEG. .icecee 6,054,880 6,182,357 —2.5 + 2.1 453,140 434,897 —4{ 
Birmingham, Ala. .. 8,580,668 3,656,058 3,994,200 +11.5 +9.2 265,076 321,916 +214 
‘Boston, Mass 5,411,998 5,457,667 5,357,839 1.0 1.8 376,397 389,075 +3; 
Bridgeport, Conn rs 2,523,914 2,628.524 2,808,792 +11.3 + 6.9 180,428 200,312 +11 
Buffalo, N Y... , . 4,700,472 4,238,808 3,998,300 —14.9 5.7 332,682 358,559 1.9 
Camden, N. J 1,071,352 1,060,302 1,552,590 + 44.9 + 46.4 76,314 109,030 4.49 
Cedar Rapids. Ia... 1,311,870 1,339,434 1,335,473 +1.8 —0.3 108,430 106,302 —? 
Charleston, W. Va..... 3,148,804 2,898,182 2,755,719 12.5 -4.9 203,847 223,727 +9 
‘Chicago, Ill. ......... 9,277,203 8,424,799 8,065,941 —13.1 4.3 623,027 652,039 +4." 
Cincinnati, O nee 4,516,846 4,594,308 4,582,404 +1.5 -0.3 330,849 365,816 +14 
Coane, GH icc eces 5,399,017 4,935,018 5,145,261 —4.7 + 4.3 365,966 309,661 —15,4 
Columbus, O. as 3,678,022 3,777,598 3,794,773 +3.2 +0.5 268,767 301,381 4-19 
Dallas. Tex. . esse 6,084,237 6,029,760 5,729,777 5.8 5.0 409,863 385,898 —: 
DRVORMOTE, BR. seccrccer 2,766,022 2,595,216 2,686,824 —2.9 3.5 249,354 227,304 omni 
Dayton, O. 3,827,442 3,730,722 3,935,922 +- 2.8 +5.5 275,156 310,870 +13 
a 2,592,974 2,535,095 2,340,463 —9.7 “7.7 178,266 147,526 —17 
Des Moines, la. ....... 1,905,151 1,841,956 1,909,132 0.2 + 3.6 130,295 151,967 +16. 
Detroit, Mich. ........ 5,184,618 5,625,801 5,723,898 10.4 +1.7 443,835 414,33 > 
i, 3. ee 2,995,737 2,875,194 3,012,128 + 0.5 + 4.8 201,138 241,192 +19 
ree, PEs sesseveseee . 2,610,660 2,672,530 2,558,444 —2.0 -4.3 182,210 194,936 +7 
Fall River, Mass....... 911,590 948,421 953,088 + 4.6 +0.5 69,427 73,809 46 
, aaa 2,097,438 2,334,674 2,379,006 +12.4 + 1.9 168,336 170,590 +] 
Fort “Wayne, Ind.. wey i Ly 2,962,253 3,006,430 0.2 $1.5 225,757 229.082 
BOTH, BMGs ccs cccssoses 1,540,850 1,537,059 1,716,921 +11.4 +11.7 107,563 131,239 oe 
Grand Rapids, Mich... 2,505,650 2,461,416 2,552,485 1.9 +3.7 172,186 ; +5 
Greenville, S. C........ 1,780,333 1,800,136 2,016,587 13.3 12.0 120,197 19 
SS): eee 4,575,338 4,611,462 », 186,760 13.4 +12.5 336,476 lf 
| Indianapolis, Ind. .... 4,542,984 1,491,688 4,872,994 7.3 +8.5 350,364 
| Jacksonville, Fla, -- 2,473,688 2,544,962 2,655,590 7.4 4.3 171,094 ' 
Jeraey Clty, NM. dacs ccs 590,718 583,218 589,483 0.2 | 39,425 1 
Kansas City, Kan,... 698,565 719,187 824,754 18.1 14.7 $3,743 ° 
Knoxville, Tenn. ...... 2,981,056 2,979,996 3,033,394 1.8 1.8 195,258 
Little Rock, Ark.. 2,558,586 2,513,028 491,502 2. 0.9 174,118 
Los Angeles, Cal....... 6,636,770 7,263,749 490,279 12.9 3.1 191,556 
Louisville, Ky. ....... 3,980,456 4,005,740 3,919,222 1 2 301,178 
Lynn, Mass. ...... -e- 2,301,544 2,337,174 2,291,646 0.4 2.0 190,414 
Manchester, N. H...... 1,120,858 1,088,602 1,061,495 —od.3 -2.5 89,482 7 
| Memphis, Tenn. .. 3,171,686 3,297,518 3,756,018 18.4 13.9 223,608 
Ree, Des sccdecr 5,149,620 4,833,598 5,383,910 1.5 11.4 250,495 
Milwaukee, Wis 4,374,510 4,214,421 $550,041 4.0 8.0 298,683 9, . 
‘Minneapolis, Minn 3,874,728 3,920,913 3,546,122 S.5 9.6 285,110 bya 
Moline-Rock Island 2,522,226 2,249,380 2,307,606 8.5 t+ 2.6 197,568 3, 
| Nassau County, L.1., NY. 626,014 691,372 605,516 3.; 12.4 52,048 9, i 
New Bedford, Mass... 897,960 851,634 925,848 3.1 +8.7 59,472 , ] 
New Haven, Conn. 2,582,440 2,556,862 2, »220 3. + 4.7 166,726 187,23¢ ] 
New Orleans, La », 285,370 5,525,777 5,756,906 + 8.9 + 4.2 401,685 414,356 + 
New York, N. Y. 17,518,876 16,920,474 16,800,545 4.1 0.7 1,231,630 1,346,336 
Brooklyn, N. Y........ 1,531,715 1,187,117 1,034,718 13.8 84,276 82,35 : 
Norfolk, Va. 2,610,244 2,678,746 2 +-4.3 +1.6 195,678 204,526 
Oakland, Cal. . 2,118,376 2,197,160 2,536, 19.8 + 15.5 139,767 183,380 - 
Oklahoma City, Okla. 3,374,364 2,716,042 2,213,420 34.4 18.5 147,952 168,394 ] 
Omaha, Neb. 739,690 1,618,343 1,712,175 —1.6 + 5.8 115,028 148,999 
Peoria, Ill. ...... 2,894,406 3,051,308 3,261,869 12.7 + 6.9 215,499 | 293,594 + 
Philadelphia, Pa 7,796,421 7,994,223 3.8 +1.3 539,899 »78,9 t 
PROOGMER, APIS. .ccccess 2,381,626 2,142,882 1.9 13.2 157,220 181,04% 
Pittsburgh, Pa. ....... 6,193,138 5,815 0 +4. 454,482 444,402 
Portland, Ore. 3,237,072 3,583,5 3,026,978 6.5 —15.5 294,070 258,52 
Reading, Pa. 2,800,143 ? er 2 oe +7.3 182,766 : 
Richmond, Va 3,488,212 1.5 —4.5 240,968 ] 
Rochester, N y 4,106,565 7.0 + 3.9 284,525 a 
Rockford, Il 2,202,339 5.5 + 10.8 146,328 t 
Sacramento, Cal 2,169,602 0.1 7.¢ 177,394 
San Antonio, Tex 1,773,501 ~ 2,046,406 2,112,976 19.1 +33 £145,025 
San Diego, Cal 913.570 89.706 > 895,620 17.6 19 228,830 
Seattle, Wash 2,517,916 3,062,514 409,280 35.4 11.3 234,924 
South Bend, Ind 2,048,135 1,551,193 1,480,836 27.7 4.5 104,885 
‘Spokane, Wash 2,100,826 1,963,346 1,822,170 1 7.2 108,948 
St. Louis, Mo 279,945 5,200,145 ),211,880 1.3 +0 ~ 378.580 
St. Paul, Minn 3,655,340 2,961,575 3,137,898 14.2 6.0 226,735 
*Syracuse, N Y 1,203,958 1,432,025 1,991,262 65.4 39.1 120,134 7 
|Tacoma, Wash. ....... 1,672,468 1,724,478 1,895,694 13.3 9.9 119,238 
| Tampa, Fla 1,793,932 1,895,558 384,942 32.9 + 25.8 115,612 : 
| Toronto, Ont.. Can 5,113,996 4,815,485 4,567,393 10.7 —5.2 325,900 ~ 
| Troy, i. air 1,106,182 1,142,640 1,176,056 +6.3 +-2.9 91,994 + 
| Tulsa, Okla. — 2,619,394 2,557,716 2,702,056 Be +- 5.6 176,778 211,94 
Washington, D. C "650,561 1512,047 1641, ,280 0.1 1.4 622,143 657,96 
| Youngstown, O 2,287,509 030,847 2,355,545 3.0 16.0 138,733 174,¢ 
Total . 274,558,798 270,660,315 275.080 086 +0.2 +1.6 19,305,747 20,508.17 
1 Akron Time s-Press discontinued Aug 28, 1938 7 s- Spokane “Press “discontinued March 18, 19 
2 Linage of Daily American now combined with 9 St. Paul Daily News discontinued April 
Record 10 San Diego Sun suspended publication Nov 
3 Buffalo Times discontinued Aug. 1, 1939 11 Atlanta Georgian and Sunday American 
| 4 Chicago Herald & Exam, discontinued Aug. 28, 1939 lication Dec. 17, 1939 
| 5 Milwaukee News discontinued Jan. 14, 1939. 12 Linage of Syracuse Journal, now c * 
6 Oklahoma News discontinued Feb. 24, 1939 Herald, eliminated from 1938 and 1939 
7 News-Times discontinued Dec. 28, 1938 Minneapolis Star and Journal merged A 
—— 
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Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 


Appoints L. D. Halsell 


Louis D. 


pointed manager of 


Halsell has 


been 


Corporation, Lancaster, O. 


ap- | The 


| tive. 


Appoints DeLisser-Boyd 
Chattanooga Evening Tri- 


the Denver} bune has appointed DeLisser-Boyd, 
|was formerly with J. M. Bundscho, | office of the Anchor Hocking Glass|Inc., New York, as its representa- 


has appointed Burn-Smit porn 
pany, New York, as its repr 
tative. 


‘WTBO to Burn-Smith 


Station WTBO, Cumberland, M& 
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ADVERTISING AGE 


29 


oe - 
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VE 


=—aSS—SS—— 
The rates for this department are as follows: 


“Help Wanted,” 


sash with order. 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge §1. 


“Representatives Wanted,” and 


Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 


POSTTIONS WANTED 


\iola Kline, Copywriter, U. 8S. Citizen, 
rotestant—Wwants to make connection 
with progressive agency, manufac- 
turer, or dept. store in Chicago. 10 
vears experience in writing wholesale 
wnd consumer sales copy; for fashions, 
nome furnishings, foods, housewares, 
radios, electrical appliances, hardware 
ind paints. For details call CENtral 
656, or write Apt. I-2, 842 Ainslie St., 
“hicago 


House-trade Pub. Editor or Ass't. Now 
with class trade pub. Ad. mgr., agency, 
mag. prom. experience, _ 

Box 2098, ADVERTISING AGE, Chgo. 
Advertising Production man with 8 
years background wishes position as 
intiring assistant to Production or 
advertising manager in agency, pub- 
lication, or in industry. Knows all 
mechanical production. Direct mail 
experience; college trained. Age 29. 
Box 3000, ADVERTISING AGE, N. Y. 


Agricultural college graduate, 23, 3 
years experience in sales promotion, 
market research and advertising space 
selling desires position with company 
r agency serving farm field or with 
farm publication. Now employed but 
will lose position in May due to con- 
solidation and reorganization of staff 
f present employer. Will be pleased 

send complete information on train- 


ng and qualifications together with | 
samples of work. Personal interview | 
irranged at your convenience, } 
Box 3001, ADVERTISING AGE, Chgo 


; REPRESENTATIVES AVAILABLE 


Strong experienced sales representa- 
tion is available to established pub- 
lisher needing active, traveling sell- 
ing in Middle West. Address 

Box 2095, ADVERTISING AGE, Chgo. 
PUBLISHER’S REPRESENTATIVE— 
experienced advertising space sales- 
man, Wide acquaintance, N.Y.C. Office. 
wants Eastern representation of | 
leading publication, commission basis. | 


HELP WANTED 
| DIRECT MAIL EXPERT WANTED 
immediately, to organize and direct 
all phases of a new direct mail divi- 
sion in large dept. store. Amateurs 
and semi-pros will waste their time 
and ours in applying, as this position 
demands extensive experience along 
broadest lines. Write Box 7 
Advertising Age, stating age and sal 


209%, C/o 


ary required. 


COPY WRITER a Highly creative, 


agency exp,.—5,000.00, 
ASS'T ADV. MGR. — Food-Agency or 
Adv. dept. exp. 4,000.00. 


FEMALE 
Steno Sec, Typists, Receptionist. 
FRED MASTERSON 
Sinclair-Masterson Personnel 
Room 1528, 120 8. LaSalle St., Chicago 
Register without obligation 


REPRESENTATIVE WANTED 


Leading National 


Trade Paper auto- 
motive fleld needs 


experienced repre- 


| 


| 


sentative Chicago and adjacent states. 
Send references, small photo, all de- | 


tails. 
Box 2099, ADVERTISING AGE, Chgo. 


FOR SALE 


Trade Paper for Sale 
Small Trade Paper in growing field 
Ideal property for one man operation 
Our reason for selling is that it 
not now fit in with our other papers. 
Terms to responsible party 


Box 2096, ADVERTISING AGE, Chgo. | 


MISCELLANEOUS 
BACK UP YOUR SALES STAFF with 
booklets, catalogs, folders — economi- 
cally reproduced by Laurel's Improved 
Photo Offset. Eliminates Cuts and 
Typesetting! Enables limited budgets 
to afford attractive illustrated selling 
literature, 

500 (8%x11) copies $2.63 

Additional 100’s 22c 
Send for free informative manual. In 
Metropolitan N, Y. request represen- 
tative. WAlker 5-0526. 


| Laurel Process, 480 Canal St., N. Y¥. C. 


Box 2083, ADVERTISING AGE, N. Y 
For trade or general magazine, Eix- 
perienced producer with office facili- 
ties—commission Address Room 909 
W. Monroe 8St., Chicago 
. | 
Appoints Goldman | 
U. S. Jewelry Company, Balti- 


more, has appointed I. A. Goldman | 
& Co, to handle its advertising. | 


PRINTING 


(Ad- Setting | 
En raving e ‘Printing 
( 


~ 


AITHORN service is 
‘P emaiane Ad-Setting, 
Engraving, Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Wabash 7820. 


e 
The Faithorn Corporation 


504 Sherman Street, Chicago 


| 
| 


A ¢ omprehensive, Complete Day and Night 


Service for Advertisers and 


Advertising Agencies 


ee 


'tained th rough 


Study of Mind 
Put to Work in 
Plymouth Copy 


(Continued from Page 1) 


'to who is using the product, where 


it is being used, how it is being 
used, when it is being used and to 
what extent it is being used. But 
when it comes to questions of why 
people buy a product or what influ- 
ences them to buy, the answers ob- 
statistical methods 

and misleading. 


are inadequate 


Get 


Why people buy products and how | 


they can be influenced to buy are 
basically psychological questions 
and, we believe, can best be an- 
swered through the employment of 
psychological research.” 


Study of Behavior 


“Our psychological 
technique,” continued 
old, “is not unlike that used by 
criminologists or the diagnoses of 
physicians or psycho-analysts. Case 


research 
Mr. Bercht- 


| histories are developed and recorded 


in short-hand to give us a complet 
picture of the background of the 
individual interviewed. From these 
case histories we get clues which 
match up with facts about human 
behavior, already uncovered by 
psychology through experiments in 
thousands of laboratories all over 
the world. 

“In this way, we are able to dig 


Are 


will include new prospects and 


. us discuss our COMPLETE DIRE‘ 
CES, 


ee 


MAILING LESTS All Classifications 


you mailing your literature to just a bundle of names? 
advertising on a definite program. Get a PROSPECT INVENTORY which 
eliminate 
end for our 1940 MAILING LIST catalog showing over 6.000 classifications. 


DAILY MAILING CAPACITY 


ib too small or too large. Write for full particulars: 


Plan your 


those no longer in business. 


T MAILING ADVERTISING SERV- 
100.000 PIECES OF MAIL. No 


TRADE CIRCULAR 


Dept. AA, 27 S. Market Street. 


ADVERTISING CO. 


FRAnklin 1182 Chicago, Il. 


ja particular 


MERCK TELLS ALL 


By simply turning a dial on this display 

the customer can see how Merck & Co.'s 

Di-chloricide takes care of the moth 

problem. Snyder & Black, Inc., produced 
the display. 


deeper into human behavior and 
understand the psychological forces 
at work in the purchase and use of 
product. Such an 


|understanding makes it possible for 
lus to build appeals which ‘click’ in 


the minds of people seeing or hear- 


‘ing them. The more ‘clickings’ our 


does | 


advertisements produce, the more 
effective they will be in 


to buy.” 
Worked as Free Lance 


Dr. Ernest Dichter joined the J. 
Stirling Getchell agency last fall to 
head up the psychological work. He 
was trained at the University of 
Vienna and the Sorbonne in Paris. 
He did his first work in advertising 
psychology in America as a free- 
lance for several agencies and one 
publication. 

The fact that Dr. Dichter has 
completed two other studies for the 
agency, besides the Plymouth re- 
search, indicates that the new type 
of copy probably will be used in 
the advertising of other clients of J. 
Stirling Getchell. 


St. Louis Admen 
Go to the Doctor; 
a Headache 


suis, April 18.— Joe Glutz, 
who in the course of his life ha: 
purchased the St. Louis post office, 
14 gold bricks, and a share in a 
diamond mine under the Jefferson 
hotel, is having the time of his life 
here. He’s found a bunch of suck- 
ers who are easier prey than him- 
self. 

And the fact that the suckers are 
the members of the St. Louis Ad- 
vertising Club and its junior affiliate 
makes Joe all the happier, because, 
as he says, “Dose guys is supposed 
to know their onions.” 

It all happened this week when 


the combined membership of the 
two clubs fell like a ton of brick 
ifor the spiel of “Dr. J. W. Arm- 


strong” and his “combination lie de- 
tector, habits, actions, character- 


listics and reactions machine,” which 


finally exploded with a loud bang 


All Hang on Words 
The Doc spoke roughly and un- 


grammatically, but the entire group | 


hung on his every word, completely 
entranced by his scientific experi- 


ments. even to the extent of feeling | 
] 
sorry when the great machine blew | 


| up. 


Ray Maxwell, of Missouri Pacific | 


Railroad, president of the club, and 
William Hehmann, president of the 
junior club, were presumably aware 


of the hoax. as were two or three 
other members present But the 
rest of the club members, having 


received unexpected publicity in the 
local press, are slinking around be- 
hind dark glasses. The Doc turned 
out to be an itinerant actor—and 
apparently a good one. 


| 
>| 


for Good Drivers 


on “How to Become aé_ Skilled 
Driver” are offered all applicants. 
An unusual feature of the World's 
Fair trip is that prize winners may 
take one parent or ether sponsor on 
the trip. Either Pullman tickets or 
their equivalent will be supplied, as 
well as all expenses of the five-day 
| Visit in the World’s Fair city. 


Ford Launches 
$30,000 Contest 


Organizes National Reports Status of 
Competition Among| Bills in Five 
Youths State Legislatures 


Philadelphia, April 18.—Follow- New York, April 17.—The status 
ing a two-year series of “expert | of proposed legislation of interest 
driving“ advertisements in boys’! to national advertisers, introduced 
publications, Ford Motor Company | this year in five states, was sum- 
will break double-page advertise- | marized as follows today by the 
ments in the April 22 issue of Life! Toilet Goods Association: 
and in May issues of boys’ maga- Kentucky: Model food, drug and 
zines to announce the “Ford Good} cosmetic act, with registration fee 
Drivers League.” provision, defeated in both senate 

To encourage better driving and|and house. Legislature has ad- 
reduce the accident rate where it is | journed. 


getting | 
people to act upon our suggestions | 


highest—among boys and girls un-| New Jersey: Bill pending in as- 
|der 21 years of age—Ford is coup-|sembly providing for slight in- 
|ling the campaign with a contest| crease in fees under trademark 
| offering $30,000 in prizes designed | statute. According to the associa- 
| to appeal to fast-driving youngsters. | tion, the fees are “very moderate” 
|These consist of 48 university /and no action will be taken against 
scholarships and 96 free trips to the | the measure. 

|New York World's Fair. In addi- New York: Bill seeking creation 
| tion, championship cups will go to|0f consumer bureau, defeated in 
state and national winners. ;committee. Unfair sales bill met 
| Twenty-three safety-minded pub- | te same fate. a 

lic officials comprise the Honorary Rhode Island: Bill introduced an 
|Board of the Ford Good Drivers | house with provisions identical to 
| League, including Paul G. Hoffman, | tose of the federal food, drug and 
| identified as “president, Automotive cosmetic act. 


[Safety Foundation,” who also is Virginia: Bill amending defini- 
| president of Studebaker. tions in the unfair sales act has 


been passed and is in hands of the 
governor 
journed., 


| May Drive Any Car Legislature has ad- 


Any resident of the United States 
| 14 years to 19 years of age may enter 
the contest and assume member ) . . : 

ibershij | The Alvin) Gardner Company, 


in the Good Driver's League. The | New York, has moved to 347 Madi- 
applicant must be qualified and le-|son avenue. 


gally authorized to drive a car in 
ell tw HOTELS 


his home state. The make of car 
with 


driven has no bearing on member- 


ship or standing in the huge con- 
Jiemibnn ABC and ABP 


test. Applications are offered by | 
hed by JOHN WILLY, Inc. CHICAGO 


Alvin Gardner Moves 


A membership card, a lapel mem- | 
bership button and a 64-page book | _ Pub! 


Ford, Mercury and Lincoln-Zephyr | THE 


dealers. 


In Circulation and... 


BONUS! 


Starting from seratch in 1937, these three maga- 
zines have captured the interest of America’s most 
vital buying group the young, impressionable 
women. Deftly edited, lavishly illustrated, per- 
fectly printed, no wonder that in less than three 
short years the circulation has climbed 300%. 


440,629 


Buy Now and 
Get 25° Bonus 
Present Card Rates 


| Agate line ..$ 1.50 


| page ...... 560,00 
2 columns .. 400.00 First three months average 
| column ... 200.00 


Advertisers who used the first three issues of the 
Ideal Women’s Group in 19%) received a bonus of 
more than 90,000 cop # per issue over our present 
guarantee of 350,000. No wonder advertisers in 
increasing numbers specify Ideal Women’s Group 
as a proving ground for accurate tests of what 
their copy will do when spread in the women’s field. 


Lowest Page Per Thousand Rate 


Guarantee 350,000 


New Rates 
After May 28th 


| Effective August 1940 Issues 


Agate line ..§ 1.70 . . ’ . | 
li page... 64000 in Entire Women’s Field! 
2 columns 150.00 At the present rate of $560 for the Group, the 


l column ... 225.00 page per thousand rate is $1.28, the lowest by far 

of any publication in the entire women’s field. 
|Guarantee 400,000 Note the new rates to go into effect, together with 
our new guarantee, with the August issue. 


Get your reservation in at the eld rate before 
May 28th, and assure for your clients for an entire 
year a bonus circulation that will grow steadily 
through 1940 and ’41. 


IDEAL WOMEN’S GROUP 


‘MOVIE LIFE PERSONAL ROMANCES MOVIES 


122 East 42nd Street, New York «+ 


| See Standard Rate & Data 
| listing for other informa- 
| tion, 


360 N. Michigan Avenue, Chicago 
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Lots of New Yorkers don’t live in the City. They work in New York. they shop 
in New York—but they live in its beautiful suburbs. 


North of New York is Westchester County .. . the home of thousands of well- “4 

to-do families. They pay for the privilege of surrounding themselves with gar- | k 
dens and grass and trees . . . the spaciousness of Suburbia. Because that's the 
way they want to live . . . and, luckily, they can afford to live as they please. 
Larchmont, with its prosperous families, its substantial homes, its air of gra- FR 
cious living, is representative of this high-cost living area. 


The people of Larchmont are an important part of the New York Market. 
as every advertiser knows. 
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This is the third advertisement of a Mrs. ns 4 A hom —— 
series. Next week's copy will describe f{ashto 
another area of the New Y ork Market, 


further validating the W orld-Tele. 
grom’s new Block-by-Block Analysis. 


“BUY-ABILITY” is the all-important gauge of advalue. The W orld-Telegram 
Block-by-Block Analysis . .. and its resulting profit-Pattern , . . enables adver- 
tisers to actually identify their prospects, chart their “buy-ability” and check 
the effectiveness with which the New York W orld-Telegram cultivates their 
really worthwhile market. 


IN LARCHMONT the median value of owned homes is “over $20,000" 
and over 60 per cent are owner-occupied. In the area served by the 
Larchmont Post Office, the World-Telegram study shows 36.5 per cent 
of all families are readers of this one newspaper. CORROBORATION: 
The well-known research organization, FACT FINDERS ASSOCIATES, 
INC., made a 90.1 per cent “census” of the families of this district. 
On the basis of this census, World-Telegram readership was found to 
be 38.4 per cent. . . a difference of less than 2 per cent. (And that 
remarkable accuracy is characteristic of the World-Telegram’s study of 
the entire New York Market !) 


rN 
= Rew York Gity families paying 
dae $100 er more per month rent 
a READ THE WORLD-TELEGRAM 
< RATIONAL ADVERTISING DEPT. OF SCRIPPS-ROWARD NEWSPAPERS N k | d ] 
¢ Spe me eer: ew York World- le egram 
iw 


A Scripps-Howard Newspaper 
BY-OF-AND-FOR NEW YORKERS 


MEMBERS OF THE UNITED PRESS THE ASSOCIATED PRESS 
THE AUDIT BUREAU OF CIRCULATION. AND MEDIA RECORDS INC 


FCC License Given 
Newsman Despite 


“Monopoly’ Policy 


| Washington, D. C., April 18. The 
| Federal Communications Commis. 
sion yesterday ignored its oy, 
“anti-news monopoly” policy j, 
| granting a radio construction per. 
|mit to the Martinville Broadcasting 
|Company, a Virginia co-partn: rship, 
/one of the members of which own; 
| the only newspaper in the town, 
| The “anti-news monopoly”’ polic, 
|has been designed to keep owner. 
iship of newspapers and radio sta. 
| tions separate when common owner. 
ship tended toward a monopo}; 
in the dissemination of news in ap. 
particular locality. , 
| Chairman Fly of the FCC filed, 
| two-page dissenting opinion in the 
Martinsville case. While the FCC, 
policy was not intended to elimi. 
nate all newspaper owners from th; 
right to own or operate a radj 
station, he said, the particular ap. 
plication in question would involy; 
the granting of a monopoly over 
news for the area served by the sta. 
tion and newspaper. It was pre. 
cisely such a condition that th; 
|FCC’s policy was intended to pre. 
'vent, he said, concluding that “ 
|/my opinion this policy is sound, ang 
\I find no sufficient justification fo: 
| failure to apply it here.” 


Revoke Four Texas Licenses 


Commissioner George Henr 
|Payne recommended to the FC( 
yesterday, following hearings whic! 
he conducted, that license revoca- 
tion orders be affirmed in the cases 
of four Texas radio stations—KTBC 
Austin; KNET, Palestine; KRBA, 
Lufkin, and KGKB, Tyler. The 
charges of hidden ownership mad 
in connection with all four stations 
|*have been fully sustained,” he re- 
ported. At the same time he signed 
'an order remanding the case of the 
Jpowenn Texas station accused of hidden 
ownership—KSAM at Huntsville— 
for further hearing. 
| The FCC also announced this 
week that as a result of conferences 
with the American Telephone & 
Telegraph Company, interstate, tele- 
phone tolls on all classes of service 
will be reduced May 1, with a sav- 
ing of $5,300,000 to users annuall) 
The American Broadcasting Cor- 
poration of Kentucky (Statior 
WLAP) was denied facsimile re- 
production rights. It had _ sough 
rebroadcasting rights for exper 
mental purposes, proposing to re 
| broadcast transmissions originatin: 


over WLW, Cincinnati. 


Chicago Women Elect 


Prudence Allured, publisher 
Manufacturing Confectioner, ha 


been elected president of the Wo Jim 
men’s Advertising Club of Chicag verti 
Other officers are May Plaum! 

er : ) — ther 
Christian Science Monitor, 1! able 


vice-president; Margaret Grobma! 
Pure Milk Association, second vice 
president; Margaret Richey, Sea" 
| Roebuck & Co., recording secretam 
Treva B. Cooley, Specialty Salesme’ 
| Magazine, corresponding secretar 
and Dorothy Ledgerwood, Gillet 
Publishing Company, treasurer 


‘Weaver Advanced 
by American Tobacco 


| §S. L. Weaver, who has been « 
sistant advertising manager 
American Tobacco Company, has 
|been promoted to advertising ma 

ager. George Washington Hill, #! 

continues as vice-president in chatt 
jof advertising. 
| 


Y&R Adds Walton 


| F. Willett Walton, Jr., forms’ 
with Ward Wheelock Comps 
Philadelphia, has joined , a 
Rubicam, New York, as a meres 

| dising executive. 
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JESS H. STRIBLING 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


EVERYTHING WELL UNDER CONTROL THREE DIMENSIONS WINS AWARD IN CLEVELAND CONTEST 


—7— a SF 
‘ ’ ’ < 


Counter display worked out for Pioneer 
Suspender Company by Lavenson Bureau, 
Philadelphia, to aid sales of the new 
Pliaglass braces, belts and garters now 
being introduced by the company. The 
hat sticks out, and a piece of the actual First prize winner in the sixth annual Cleveland Students’ Poster Art Exhibit, pro- 
material used in the products is part of duced by Anthony Vaikanoras. Central Outdoor Advertising Company supplies 
the display. the awards, totalling $500. 


WORLD'S BIGGEST PAINT BUCKETS APPEAR ON HIGHWAYS 
=a 


1 8 RICE CO: San Rofoel 


THIS TIME PARC Og 
USE "Le? PAINTS g 


ons These three lasses demonstrating ‘‘Controllables" for Vanity Fair Silk Mills, New 
re- York, make an effective display card. Wesley Associates, New York, handles the 
ned account. Photo by Lazarnik, New York. 


Be ni 


WONDER WHAT THEY'RE FIGHTING ABOUT 


If this paint can were full, it would hold 4,880 gallons of Pabco tint, enough to paint 1,700,000 square feet of surface. 
The three-dimensional cans are greeting motorists on Western highways. 


tin BOASTFUL BOY FEATURES WINNING WINDOW DISPLAY 
UPR ET ERS tht 
it (aatiene if 


Jim Mangan, advertising manager, Mills Novelty Company, Chicago, whose ad- 
vertising philosophy, freely expressed, frequently raises blood pressures here and 
there, is shown here choosing up sides with Willie Hoppe just after the redoubt- 
sble Willie had won his 20th straight game in the three-cushion championship fight. 


WIN FORD SALESMANSHIP AWARD 
a Be ¥ q 


; ye ye 
Roy H. Warmee (left), chairman of the Howard G. Ford award committee of the ei 
‘stional Federation of Sales Executives, presents the plaque signifying the 1940 A full color painting of a boy measuring his height against the wall won a major award in the All-America Package Com- 
“inner to Walter M. Schwartz (center), chairman of Proctor Electric Company, petition for the Upjohn Company. The original painting was by Norman Rockwell. Forbes Lithograph Company and Upjohn 
‘nd John Falkner Arndt, agency head, the co-winners. (Story on Page 22). designed the display, finished by Forbes. 
Pe 
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ADVERTISING AGE 


April 22, 1949 


“Here Comes Daddy With the Funnies” | | 


. GOES HOME 
WHEN FOLKS Do 


Cre. ee 


It's “6:30 time” in hundreds of 
thousands of Chicago homes. It’s the 
hour when tiny tots with shiny faces 
wait for a familiar footstep that 
means, “Here comes Daddy with the 
funnies.” It’s evening . . . when the family is 
together . . . when members think and act as a 
group. No hurry and seurry about getting the 
kiddies off to school. No worry about catching 
the “7:35” to the office. It’s evening time .. . 
leisure time .. reading time. Time when to- 


morrow’s shopping ideas are born. In Chicago 
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b 


in the evening, one newspaper ranks above all 
others . . . one newspaper has the greatest total 
circulation, has the greatest city and suburban 
circulation, has the greatest home delivered 
circulation. That newspaper is Chicago’s com- 
plete newspaper .. . Chicago’s family news- 
paper... the Herald-American. The press-time 
of more than two-thirds of its total circulation 
is after 2 P. M. It has more than 460,000 cir- 
culation with more than 400,000 concentrated 
in the “city and suburban” area. It’s Chicago's 


most widely read evening newspaper. 


THE CHICAGO HERALD-AMERICAN... Friend of the Family | © 


First in the evening field in home delivered ..in city and suburban..in total circulatio® 
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